FRINK 


ILLUMINATION 
In Shop of 


Bergdorf-Goodman 


Frink show case illumination, Since the days of oil lamp illumination Frink 
Bergdorf-Goodman, New York City 
engineers have studied glareless reflected 
light. With the introduction of electric current 
our experience was applied to illuminating 


show cases.’ Here is shown a late example 


of our work. It is but one of hundreds of 





stores, in all parts of the country, where the 
difficult work of show case lighting has been . 


entrusted to us. Feel free to consult us at 
CO R Per se Tt. ee 
23-10 Bridge Plaza South 


Long Island City, New York. 


any time. 
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Direction of FRANK D. MAXWELL CO. 


OPEN MONDAY, JUNE 8th 
at 126 SOUTH FRANKLIN STREET 

















Extensive displays of new creations in wood and metal 
fixtures from our own new modern factory and studios at 
535 Canal Street, New York. 7 . » & 
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Complete stocks of beautiful new display fabrics 





and decorative papers for immediate delivery. 








CHICAGO REPRESENTATIVES 
H. J. MAXWELL - H. L. SCOVILLE 


DISPLAY CENTER 
NEW YORK - CHICAGO 
1440 Broadway, New York 126 So. Franklin St., Chicago 
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IN THIS ISSUE 


“Applying Display Talents in New 
Fields,’”’ by J. L. Rogers, proves that the 
invasion of art into the broad fields of 
industry has opened up new possibilities 
for some of the creative minds which 
have contributed so much to advertising 
and display work. 


Displayman—what would you have done 
had you had the opportunity offered the 
displayman in “Sing a Song of Sales?” 
In this instance, a company was saved 
and a product exploited when a display- 
man got behind and pushed. 


“Isn’t it abcut time for us to get down 
to the serious business of selling window 
display as a medium, so that advertisers 
may buy it with the same confidence 
they do other mediums?” That’s the 
question Harve Ferrill anks and answers 
in “Precision in Window Display Adver- 
tising.”’ 


“The Sporting Thing te Display and 
How to Display It” has arrived. It will 
appear every month in DISPLAY 
WORLD. The merchandise being dis- 
played each month will, however, be 
seasonable. 


* ok Ok 


OUR NEXT ISSUE 


“The House That Aluminaire Built.” 
The life of today for the city worker 
requires a different setting than for the 
existence for the early American under 
pioneer conditions. It is only fair to 
say that the colonial house served its 
purpose well for the period when it was 
created, but it is an anachronism to give 
the city worker the same house that 
served the farmer of the eighteenth 
century. 


“A Dealer Designed Window Display,” 
by Wentworth P. Cunningham. Every 
new experience which we have in de- 
veloping a window trim leaves us with 
more and more appreciation for Mr. 
Retail Dealer as a source of helpful 
and effective ideas. While we cannot 
often follow his suggestions, we do find 
in them a certain freshness which, under 
proper guidance, reflects very advan- 
tageously in the finished displays. 


“Let’s Talk About-—.” What shall 


we talk about? In July it will be PINS, 
and in each month that follows some 
subject vital to the success of modern 
displays will be discussed. 
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i 5, Lasier Working 
CUTS Without Chipping | 


Takes any COLOR Treatment Wall Boa rd 
NAILS Without Splitting \ 


For distinctive, colorful displays and back- 
ground effects, cut to eye-arresting shapes and 
sizes—display men more and more prefer 
Cornell Wood Board. Grainless, this modern TH 
display material can be cut to any shape | t 
without risk of chipping or splitting. sale | 


a con 
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There is no time wasted preparing this board 030 
for painting. Its smooth surface is specially a 
treated to take enamel, lacquer, calcimine, oil vi , cernit 


or water color paint, or plastic paint. Expe- 3 
‘ : : and t 
rienced display men will tell you Cornell , a 
offers highest resistance to warping. Made Yjj=- dering 
entirely of seasoned, new wood, Cornell se possil 
Wood Board has ample strength to hold ae 
° dse y 
nails perfectly. : edly 4 
W 

Save time and increase the effectiveness of your give t 
displays by using Cornell regularly. Order dise a 


from your dealer—or write us today. Cornell = , 
Wood Products Company, 307 No. Michigan 


Avenue, Chicago, Illinois. WOOD BOARD sue i 
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ISPLAY WORLD: 

Attached is a sketch of an idea [ have in mind. I 
ave taken this matter up with a couple of fish com- 
anies, but they are unable to furnish me with any 
nformation. I want to use this idea as a center of 
ttraction in my opening display of straw hats. 

The idea is to have the bird in the same globe with 
he goldfish and still the bird is alive and dry, but it 
vill require finding the source of supply. Where can I 
obtain one of these bowls? If you will kindly furnish 
ue with some information on this I will follow it up 
immediately. 

J. W. FORBES, 
Port Huron, Mich. 




















—The idea of the bird in the gold fish bowl— 


THE only information we can give you on this fix- 

ture is that inasmuch as it was a novelty and the 
sale for it was somewhat limited, we do not know of 
a concern that is handling it at the present time. We 
suggest, however, that you write Decorative Plant, 
230 Fifth Avenue, New York City. They handled this 
bowl at one time and can give you information con- 
cerning the manufacturer or where it can be obtained. 

You state that you want to use the idea of the bird 
and the globe with gold fish in your straw hat window. 
May we ask—what is the connection? We are won- 
dering if your idea isn’t a little far-fetched. It is 
possible that you have a.means of direct tie-up be- 
tween straw hats, gold fish and canaries, in which 
case your idea is probably very original and undoubt- 
edly very good. 

\Ve have found that the most successful windows 
give the display a complete tie-up between merchan- 
diss and decorative effects. The best straw hat win- 
(ows usually use the materials in the settings that go 
int. their manufacture, like straws, raffia, and settings 
sug zesting Palm Beach scenes, out-of-doors, with 
gfa-s mats, etc. 


If you are able to secure the bowl and your display 
gives a direct merchandise tie-up,-we would be very 
much interested in seeing a picture of the window. 


DISPLAY WORLD: 

Could you tell us whether any studies have been 
made on the maximum length of copy a window dis- 
play may contain and still be read by the average 
pedestrian? In other words, has anyone, to your 
knowledge, ever tried to obtain data on the amount of 
time the average person is willing to spend reading 
window display copy. 

We are trying to set a definite limit on the number 
of words used in our window displays, but we are un- 
decided between two methods: Shall we use only four 
or five words, or shall we set our maximum at, say 
twenty-five? An objection has been advanced to each; 
it was felt that short copy cannot tell our story, but 
there is a possibility that few persons would be willing 
to stop and read as many as twenty-five words. Having 
no data on this problem, we are appealing to you. 

VINCENT N. CARROLL, 


Southwestern Bell Telephone. 


E do not believe anyone has established or set a 

definite limit on the number of words for any type 
of window displays. You say that you are undecided 
between two methods, first, shall you use four or five 
words or, second, shall you use more and set your 
maximum at twenty-five. Allow us to suggest the 
following : 

We have found that the first essential in any good 
window display is to stop the customer. Once they 
become interested in the window you stand a chance of 
getting them to read your message. Twenty-five words 
is sufficient but a shorter message is preferred. If 
you will compare the copy on cards in the average 
department store you will find the wording seldom 
runs over eight or twelve words. 

Then, consider the average utility display. Ray 
Martin, associated with Consolidated Gas, New York, 
usuall yuses a—shall we call it—‘‘teaser message”’ in 
bold type or lettering of from two to six words, then a 
“follow-up” message of ten or twelve words. He uses, 
very effectively, messages like the following : 





“Really it’s uncanny—this hot water every time 
one turns the tap—I recommend these automatic Gas 
water heaters,” (19 words); “Where hot water com- 
fort begins—the automatic Gas water heater,” (10 
words) ; “Hot water at once—the automatic Gas water 
heater,” (9 words) ; “It’s fun to cook on a modern gas 
range,’ (9 words); “It ain’t gonna’ rain no mo’—on 
wash day—we have an indoor Gas dryer,” (15 words). 

We believe if you develop displays that are out- 
standing—displays carrying in type or cut-out letters, 
one or two words that stop the customer, then you 
will stand a chance of having your “follow-up” mes- 


. sage read. The fewer the words, the better. 
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LET THIS | 
COUPON — 

POINT THE 
WAY TO 
GREATER 
PROFITS 

















A Small Down Payment 


Brings the | 
and All Accessories to YOU 


Why then delay in putting this accurate, fast, 


and easily operated electric tool to work on 
your cutting? With the Cutawl you can 
turn out an infinite variety of Displays, 
Scenic Backgrounds, Screens, Lettering— 
whatever you wish, true to pattern in 
every detail—WITH THE GREATEST 
SAVING OF TIME, LABOR AND 
MONEY. 


10-DAY TRIAL OFFER 


Try the Cutawl on your own work 
free—for 10 days—then buy on easy 
payments. Cutawl pays for itself 
and pays a handsome profit besides. 


Heavy Duty 


The sturdy, up-to-the-minute machine for rapid, accurate 
cutting of every kind, from the finest flowing lines to bold, 
massive treatment. The Cutawl Accessories, Bevel Cutter, 
Circle Cutter and Saw Table multiply many times the designs 
at your command. 


as 


INTERNATIONAL REGISTER CO., 

13 South Throop Street, Chicago, Ill. ; 3 
Please send catalog, prices, and complete information ‘ 

Cutawl. 


Name...... 


Mail coupon today for catalog, 
prices and full information. 


INTERNATIONAL REGISTER CO. 
13 South Throop Street CHICAGO, ILL. 


Aadaress 3/65 66s. : : 
De ele ee State 
[_] Send information on the Cutawl accessories. 
[] I am interested in your Time Payment Plan. 
Our time payment plan applies only to the United States. 
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ANOTHER > 
TRUCK LOAD 
OF DISPLAYS 

SOME 
MANUFACTURER 
HAS 
HOPEFULLY 
BIDDEN GOOD-BY 
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JUST WHAT 
SORT OF A 
RECEPTION 
WILL THEY GET? 
WHAT SORT OF 
INSTALLATION 
WILL THEY 
RECEIVE? 
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WHEN» IS A 
DISPLAY PROGRAM 


COMPLETE» 


By W. H. LEAHY 


Advertising Manager, Dennison Manufacturing Co. 


The old saying that “‘nothing in this world was ever made but that someone 


could make it worse and sell it for less’’ is true of window installations. 


Any 


industry that Alls as real a need as window installation service is sure to attract 
unsctupulous individuals willing to cut ntices until they cannot possibly do a 
satisfactory job and still stay in business. 


HE classified advertising columns seem to have 
a verbiage of their own, and one of the favor- 
ite expressions that is applied to everything 
from real estate to red plush furniture is 
“must be seen to be appreciated.”” A pretty well-worn 
phrase, but it does apply to advertising displays. Even 
a poor display in the window is worth two knock-outs 
in the dealer’s waste basket. And advertisers who are 
becoming more and more “survey-conscious” and who 
have extended their surveys to this field have been 
astonished at the terrific waste. Beautifully litho- 
gruphed displays, representing tremendous expenditures 
of brains, energy and money, have been found behind 
the dealer’s counter in their original wrappings. In 
maily cases the dealer has no knowledge of receiving 
the display at all. 
[Is the dealer to blame? Absolutely not. Between 
Waiting on customers, arranging stock, seeing salesmen, 


supervising other employees, wondering whereintell last 
month’s profits went and how much business the new 
competitor across the street is going to walk off with, 
he is not going to get such a tremendous kick out of 
the information that a new display has just arrived. 
Nor is he going to rush to the window and remove the 
display that he stayed last night until 11:30 to install. 
He’s more likely to remark, “All right, we'll use it later. 
Put it down in the basement with the others.” 

If he’s a dealer who handles many different lines— 
a druggist or a stationer, or a hardware merchant, for 
example—seeing that the advertising material of one 
particular advertiser is used to the best advantage is 
not his job. He would like to make it his job, for he’s 
a good fellow, but he just can’t. What’s the answer? 
An answer must be found, for today, more than ever 
before, the proper window installation can build busi- 


(Continued on page 51) 
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panels is confined to the panel inside the 
black borders, or on the individual pancls 
on the reproduction, first you have a black 
border around the design. Then comes a 
white line—the white line acts as a frame, 
The other black border serves as a mat— 
then the actual panel design. This distirc- 
tion is much clearer in the drawings oi a 
completed design, of all three panels. Of 
course, on the blueprints the actual desizn 
is quite obvious. 


June Designs 


The designs this month suggest vacation 
days, and interesting yet comparatively 
simple effects are shown. The completed 
design for the single panels (a completed 
design consists of a large center panel and 
two smaller side panels), are so designed 
that the end of the small panels can be used 
away from or alongside of the large center 
panels. This is not true of the two scenic 
trims. The spacing as shown must be used 
on the design, or so applied that continuity 
in design is secured. If you do not under- 
stand what we mean by continuity in de- 
sign, take the modern yacht or mountain 
scene, cut it out of the magazine, cut the 


panels apart and place them together— 7 
there is a jump in the des'gn. The sail or unl 
mountain does not meet, the thought is a 

whi 


—Ensemble background design— broken. Such a design must be_ used 


N the May issue of DISPLAY 
WORLD we illustrated the first WC 
four designs for the ensemble cost 
background, and it must have 
been just what the readers of DISPLAY 
WORLD were looking for, as our supply 

of blueprints was rapidly exhausted. 


T 
I 
F 
F 
‘ 
7] 
F 
M 
B 
7 
F 
© 


The Idea 


The ensemble panels are designed around 
the thought of a background tie-up. The 
average window display today ensembles 
the merchandise—a garment of ready-to- 
wear will be chosen and the appropriate 
bag, gloves, beads, shoes, hose, etc., will 
be ensembled and used with it. So, as we 
thought, why not attempt the same idea 
with the background. The idea would have 
to be modified but why not work it along 
the following plan—the large center panel 
the main background. Accessories to use 
with it, the small end panels. Color scheme, 
appropriate as to season. Effects, painted 
flat, outlined in fabric, or constructed in 
bold relief. 


The Size of Panels 
Let us straighten one thing out for every- 
one. On the individual panel drawings, 
should you be reproducing the designs 


from the magazine, the actual design of the —Ensemble background desigr— 
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—Ensemble background design showing presentation on three panels— 


apart from the main panel. It cannot be used flush 
unless so designed. We take care of that feature by 
giving you the entire scene on the blueprint from 


which you can spot your ensemble. 


Blueprints 
As announced in the May issue, DISPLAY 
WORLD is in a position to furnish at a very nominal 
cost ($5.00), a complete set of blueprints, which cover 


the construction of the ensemble backgrounds. The 
blueprints cover, besides actual working drawings, 
details of painting color sketches, color placement, and 
designs of background reliefs. 

As new designs are created each month, blueprints 
of the new designs can also be secured. The blueprints 
for each following month’s designs will not exceed 
$2.00 for a set of four designs. 


















































—Simplicity in design makes the ensemble background outstanding— 
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BUT » » LIKE EVERY- 
THING ELSE > >» THE 
| § TREND “OF THE 
- — FABRIC WINDOW 
ia Hee RAD... deanenrnesennestl 
TO KEEP | 
PACE >>> 














+ 2.7 
ne A YE 
MET THE 
~~” CHANGE 
TO MODERNISM 
AS THE WINDOWS 
ON THIS PAGE 
INDICATE >» >> 























—Above: Eldredge, Macy’s, New York City. Below: Chase, A. J. Bunschu, Independence, Mo.— 
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Securing the 


Dealers Cooperation 


Through a Consideration 
of his Display Problems 


HE day has long since passed when the manu- 
facturer of a product designed for mass con- 
sumption can regard his retail outlets as just 
so many unloading stations for his merchan- 

dise. Years ago his responsibility ended with supply- 
ing his products at stipulated prices and on specified 
dates. Today, if he distributes his product through 
retailers, he must look beyond those retail outlets to the 
consuming public and recognize the retailer’s proper 
place in the distribution picture. For until the merchan- 
dise is moved off the dealer’s shelves the distribution 
job remains uncompleted. Therefore, he must make 
the retailer’s merchandising problems his own and co- 
operate sympathetically and sincerely in their solution. 

Since window display is undoubtedly the most im- 
portant immediate contact a merchant has with the 
public, it is obvious that his displays must be such as 
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—One of the tabulating clocks 
used during the pre-testing of 
displays— 


are calculated to do a good merchandising job. But 
how can the average retailer know whether a given dis- 
play will do a proper merchandising job? As a rule, 
he is not sufficiently versed in the fundamentals of good 
display practice to know which type of window will 
“pull” most effectively. That is why the average retail 
window display falls short of maximum effectiveness. 
The manufacturer, however, has the incentive, and 
should accept at least part of the responsibility. If he 
capitalizes it he will not only benefit the retailer and 
earn his good will, but, in direct proportion, benefit 
himself. 

The retailer who has been educated to the value of 
good window displays—and most merchants realize that 
a good window display is a good thing to have, whether 
or not they know how to install one—welcomes good 
display material supplied to him by his manufacturers. 





—A record of all actual over-the-counter sales was kept during the pre-testing, to provide a record of those persons 





who bought lamps as well as those who stopped to look at the displays— 
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And when, over a period of 
years, as in the case of the Edi- 
son Lamp Works, the retailer 
places almost complete depend- 
ence upon the manufacturer for 
his display material, and is glad 
t) pay part of its cost, the result- 
ing situation represents an ex- 
cellent opportunity for the 
nianufacturer. 

The Edison Lamp Works of 
the General Electric Company, 
over a period of vears, has been 
successful in inducing a large 
percentage of its retail agents to 
adopt the practice of the slogan 
--ALL OF THE WINDOW 
’ART OF THE TIME, AND 
PART OF THE WINDOW 
ALL OF THE TIME—as ap- 
plied to the display of Edison 








Mazda Lamps. This has been made possible only by 
supplying agents with complete yearly display services 
which comprise the agent’s every display requirement. 
A conscientious effort has been made not only to assist 
the retailer with his display problems, but, insofar as 
is possible, actually to solve them for him. That is 
one reason why the Edison Lamp Works now enjoys 
such a close, friendly relationship with its agents. 

When the 1931 display service was being considered 
the desire to furnish agents with something new and 
something novel was secondary only to a desire to pro- 
vide something that would sell lamps, and sell them 
more effectively than anything that had ever before 
been offered. For the year 1931 loomed up as being 
no time for guesswork in merchandising. Every dollar 
expended for advertising and display material would 
be called upon to perform its fully duty of transform- 
ing window attractiveness into over-the-counter sales. 
Neither the company nor its agents could take any 
chances. 

Accordingly, every display was put to an acid test 
that eliminated all guesswork. It was a test in which 
every suggested design was thoroughly pre-tested, with 
the retailer’s cash register pronouncing the verdict as 
to its sales power. Out of forty different display ideas, 
the six that have shown the highest percentage of attrac- 
tin power have been selected, and these are the ones 
that will be supplied to agents who have subscribed to 
the service. 





—Above: This scene was made during the 
pre-testing. Note the young man at the right 
“clocking” the passersby who stop to look at 
a display. Left: This display tested highest 
of all those included in the pre-testing. It 
will be issued in on about October. Right: 
This display tested second highest. It will be 
issued in the Fall— 
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Since 1926 the Edison Lamp 
Works has annually offered its 
agents a series of window dis- 
plays. Experience has shewn 
that certain types of displays are 
most effective in carrying out 
certain types of appeals. It has 
been established that jumbo re- 
production of a lamp, carrying 
the legend, DON’T FORGET 
LAMPS, is productive of im- 
mediate sales. The display of a 
giant carton in a suitable back- 
ground of regulation cartons 
with such incidental window em- 
bellishments as crepe _ paper, 
show cards, etc., prompts custo- 
mers to buy by the carton. But 
when a multitude of designs, 
each carrying the same general 
message, are offered, it becomes 





a problem to choose between them. 

Upwards of forty different display ideas in “dummy” 
form had been submitted to the Edison Lamp Works. 
Each of these was a well-worked-out display idea, de- 
signed by experts in the display field. They ranged 
from the simple to the grotesque, from the obvious to 
the subtle, from the beautiful to the homely, simple type. 
Which of these should be selected for the 1931 window 
display service? There was only one conclusive way 
to determine. That was to subject each display to a test 
of its comparative sales power, in competition with the 
others. And there was only one place in which to do 
the testing. That was in the actual stores of agents. 
Accordingly, the displays were installed in a number of 
stores throughout New England. Twelve Massachusetts 
towns—Brockton, Lynn, Malden, Medford, Peabody, 
Quincy, Salem, Taunton, Wakefield, West Medford 
and Winthrop—served as the test cities. In order to 
insure an adequate coverage of retail outlets, the follow- 
ing number and types of stores were employed: Chain 
stores, 2; central station, 3; hardware, 4; electrical, 18; 
news and variety, 1; drug, 1. This afforded an ade- 
quate cross-sectional view of the Edison Lamp Works 
agents as a whole. 

Absolute fairness and impartiality in the test work 
was asured by the emloyment of a group of young 
Harvard University students, each of whom was 
equipped with a tabulating clock. Some of these young 

(Continued on page 61) 
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ERHAPS it was the balmy, warm, sunny days that 
inspired such early action in Detroit displaymen 
to launch boldly into summer displays. Displays 


of what? Everything that was significant of sum- 
mer. Summer made them mindful of travel, vacations, sports 
of all kinds, bathing apparel and camping outfits, giving them 
a latitude of merchandise ard color seldom equalled in any 
other month of the year. With this wide range of merchan- 
dise material, the clever displayman originated many inter- 
esting and sales appealing displays throughout the month of 
May. 


S. L. Bird & Son. 

T the S. L. Bird Clothing Store, a smashing display of 

Charter House Clothes was noted. This display by Don 
Ferguson was completely carried out in the colors of purple 
and gold—a color scheme symbolic of Charter House. The 
theme, perfectly put over, was that these clothes follow 
through from high school to college amd then for business 
wear. The first figure at the left, as seen in the illustration, 
man at college, as the wording says, “Charter House staris 
shows the freshman ready for high school; then the fresh- 
him off Style Right on His College Days”; as a sophomore, 
the wording says, “In Keeping With the Pest Style-Traditions 
of Old English Schools”; so on the junior, senior, and finally, 





—J. L. Hudson Co. French Colonial display of millinery— 


WORLD 





—S. L. Bird & Son Charter House display by Ferguson— 


the business man, is supplied the style, sturdiress and distinc- 
tion so desirable in business. 

These figures were all styled and prepared in the store's 
display department. To show the real quality of these gar- 
ments, one suit was skown in the foreground. Also a small 
group of correct accessories, blue shirts and yellow ties. 
This was a real sales barometer. It compelled close and 
prolonged interest. 

Many other important presentatio:s were noted, such as 
straws, sport clothes and boys’ apparel, but space will not 
permit a survey of these displays. 


The J. L. Hudson Co. 


"HE merrie month of May was ushered in at Hudson’s 

with a sale of apparel for summer suns. The entire series 
of displays, twelve in number, were linked together by the 
use of similar background pieces. This, in the main, con- 
sisted of two large half-circles placed together—one concave 
a’ d one convex, air-brushed a light green and shading slightly 
to the centers. From behind the convex circle, soft lighting 
played on the thin nickel letters fastened on the opposite half- 
circle. These all read, “May Sale of,” etc., linking up with 
the merchandise in the usual masterly fashion of Hudson 
displays. 

(Continued from page 43) 
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—Spring fashion display by Cooke, Coulter Dry Goods Co.— 


UNIE should have a place in the holiday calendar if 
for no other reason than that everyo::e wants to 
buy something, for June is the month of weddings, 
graduations and vacations. The Los Angeles dis- 

playmen should reap early this year due a great deal to the 
manner in which they are displaying their merchandise. 
Several of the larger ready-to-wear stores, with plenty oi 
window space, are carrying out a motif which extends 
throughout the store. They very cleverly present a series of 
windows featuring different apparel and accessories for sum- 
mer. In other words the windows are the fashion advisory 
department with plenty of sales allure. 


Coulter Dry Goods Co. 

OHN E. COOKE, display manager, designs and supervises 

the building of interesting panels at the Coulter Dry Goods 
Co. This month they are using a new set of panels in a 
conventional design tending toward the modern. Peach col- 
ored screens are decorated with silver lead, while a recess i1 
one of the screens, lined with silver leaf, forms an attractive 
and novel background for the mannikin displayed. The 
accompanying photographs show interesting versions of the 
silver leaf treatment. 

One window was devoted to the June bride and her retinue. 
The ensemble was carried out in pastel shades producing 
beanty and harmony. - It is interesting to note that Mr. Cooke 
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—Coulter Dry Goods Co.: Bridal display by Cooke— 
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got away from the usual heavy floral decorations and con- 
fined himself to a few pieces subtley placed. The bride was 
placed on a three-step circular platform before a background 
comsisting of a large pastel green ring balanced by a can- 
delabrum holding wax candles. A spray otf white lilac, an- 
other spray of white leaves and a few potted ferns show 
restriction in the use of pieces to the advantage of the artist. 
The bride carried a novelty piece of white in sprays of lily 
of the valley. The attendants wore gowns of net in the 
various shades of pastel and carried sprays in corresponding 
colors. Each figure was a unit in monochromatic harmony. 
At the left one of the figures stands in the recess mentioned 
which gives the illusion of a doorway. The candelabrum on 
colored lighting to give illusion to the delicate costumes or 
either side of the recess are of silver holding a single wax 
candle. The use of asparagus fern for a wrapping is delicate 
and suggestive of refinement in decoration. There was no 
background. 

The other photograph shows another use of the same 
background in a recent gown display. This gives one an 
idea of the different uses of interesting screens. 


Bullock’s. 
HE higher class department stores are carrying out 
themes which greet the window shopper on the street and 
(Continued on page 66) 
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Displayman Looking for Ideas 


JUST READ 


- Took No Further 


First EMPRESSIONS 


- J. R. Ozanne, Hardy, Ozanne & Hardy, gave the Southern Displaymen 
this message of ‘‘First Impressions’’ at their recent convention in Memphis. 


EN and women are more and more particular 
about the way things look in a city, in a build- 
ing, in a store, more and more particular about 
it, and, therefore, we say that first impressions 

are very, very important and lasting. Would you like 

to have my first impressions of Memphis? 

Folks mighty interesting. Sunshine. Very good look- 
ing, sensible selling displays, with signs I could read. 
(That is something—signs I could read.) The words 
“new” and ,“smart” eighty-six times on one street. 

The best sign I saw in town was this one: 





The SAILORS 
Are in Port. 
And the Port 
Is Our 
MILLINERY SECTION 











Sales girls excellent; made six purchases and no 
one asked me to buy something besides what I came in 


for. NEXT— 
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Ideas!——_T here’s enough in it to last any displayman a yeat. 














NEXT—like Paris, you have women for newsboys. 

Now, what was my first impression of your store? 
Can you get that when you go back home? If you 
could only— 





Hi rly a igi dets> cm al ae ae fo<e | 
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—and disguise yourself in some way and get out of 
the place for a little while and then go back and shop 
your own outfit—boy, what a kick you would get out 
of it. What does the store look like? What about the 
approach to your place? The building—has it been 
painted lately, and can you read your name on the 
building or on the glass, or has that been neglected for 
some time? What about the sidewalk? There was a 
store opened in Chicago the other day, a beautiful store, 
the most marvelous looking shoe store you ever heard 
of, and let me tell you what was on the sidewalk at three 
o’clock in the afternoon: Sixteen cigarette butts, two 
biscuits out of some boy’s lunch, three old newspapers, 
a merchandise bag, and a hole in the cement. 

First impression. What about the awning? What 
about the windows upstairs? How do they look—old 
cases and bags, curtains askew, one curtain here, another 
one down? You sell shades, and some of them are 
terribly frail. Are the windows bright? Is there one 
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—Stephen Touch, The George Richards Co., Dover, N. J., is, besides display manager, a cartoonist of no méan ability. Where 


does Stephen get his IDEAS ?— 
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good idea in each one? Do the displays talk? Is there 
a display being placed in the window at two p. m., when 
the crowds are largest? How about the inside? What 
do I get out of the human interest and the displays? 
What about head-on positions just as I enter? First 
impressions, what do I get? 

A man asked me the other day to put on my hat, get 
out of the store, come back in and see how things 
looked. So I came back in. Right inside the door a 
beautiful girl at the jewelry counter, smiling; swell 
smile, swell girl. Over there another one, same stuff ; 
over here the same thing. Displays all dolled up near- 
est the front door. He had that framed: “This bozo is 
coming in from the outside; now you know, girls, be 
ready for him.” So I said, what about this situation? 
We will wait until 5:20 at night when they are covering 
up, and powdering up, and looking up—at the clock. 
So I went down there at 5:20 at night and what hap- 
pened? That girl was still wearing that smile and she 
sold me $3.20 of junk I did not want. Now, that’s 
selling. 

In western stores have you noticed the beautiful 
little units placed here and there? ‘You say, yes, we 
could place those in our store and they would steal us 
blind. Well, nail them down, tack them, do something 
with them to hold them down, but don’t put too much 
glass around them. I like to have my mouth water in 
secing little things in head-on positions that are beau- 
tiful, colorful and talk to me. Some of these displays 
in stores are so dumb. Are you ashamed of your prices? 
Of course not. I saw some swell displays this morning 
without any prices on them, and I would be afraid to go 
in ‘here because I think maybe you think they are just 
a litle bit too high, too. 

A harpoon committee was in a store the other day— 
—i. three folks who walk around the store and gumshoe 
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—From Louisville—the scene of the 1932 convention of Southern Displaymen—comes this exceptional display of 
“Derby Fashions.” The screen was covered with monks’ cloth and the scene sketched in charcoal. C. A. Merrill, 
display manager, Kaufman-Straus Co., is responsible— 


‘is not bad. 
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each week, and at the end of the week they report to the 
buyer’s group. They find dirt and dust and funny cock- 
eyed signs and all sorts of things that are not so hot. 
They criticize pretty severely. They find some nice 
things, too, but the harpoon committee does a job. If 
you can get folks to walk into your store and say, “Gee, 
isn’t this nice?” they are sold. You know when your 
wife changes the living room around at home you go 
out home and say, ““My gosh, it looks like a new place 
and a new house.”’ You can do the same thing in stores. 

I wonder how many times the best sellers—the five 
best sellers in your whole store—have been featured in 
the windows in the last five months, to the exclusion of 
other things in the window? That is something worth 
checking up—the best sellers. Go back and check them. 
Is fashion out in front of your display ?— 





—Amos Parrish says it is fashion, not style. Let’s not 
quarrel with him, but are the fashions out in front? 
Do you know which colors are most readable, which 
combinations of colors? Do you know that black on 
yellow stands first, and green on white second, and red 
on white third, and black on white fourth? We took a 
thousand class rooms in colleges on the line which read 
the best and easiest, and that is the way they ran. Are 
your signs running horizontally, or do I have to stand 
on my head to read them? Modernistic is smarty; 
modern is smart. There is a difference. You can be 
modern, but please don’t get too modernistic. Let’s 
leave out the fancy stuff and let’s have some of these 
signs double-sided when you get towards the front of 
the store—I wa!k out of your store, too. I know a man 
who always stands at the front of his store looking in, 
not welcoming them in, but not letting them out until 
he has seen them and made another suggestion. That 
Do all your signs that I see first read, 
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“Special,” or “As Advertised?” If they do I begin to 
think about things. I have read a lot of signs in win- 
dows. In Minneapolis the other night I read things like 
this that really tell me something, good pieces of copy 
that give me some information: “These gloves are en- 
tirely hand-made’’—not the latest, or newest, or smart- 
est. Gee, that stuff is so sour. “Paris dictates this 
color,” or “Wool fast color, shapely, beautiful.” They 
all say something, and yours can, too. But if the mer- 
chandise folks don’t give you any information, how are 
you going to get it ina window? 

In Brooklyn the other day the head of a store said 
to me: “I tried to find something of what every one con- 
sidered about capes. So I called in our displayman and 
the advertising man and said, ‘Now, I want you to write 
something hot about capes.’ They began to work, and 
finally one fellow put out this suggestion— 








dou Can not Lacayoe the Cua yd 


and when I walked in that store they had it working, 
and here is what they wrote— 





You Cannot Escape 
THE CAPE 
Wherever You Look— 
YOU WILL SEE IT 
Wherever You Go— 
* YOU WILL WEAR IT! 











—That says something, but they did not stop with just 
the window. They put it in the head-on positions ; they 
put it in the newspapers.” 

I have been talking at several of these things called 
advertising institutions, and they would send out ques- 
tions afterwards. Here is one of them: “Do you think 
that an artistic background in the window detracts in- 
terest from the merchandise display?” I think that a 
background can be so good that it hurts the merchan- 
dise. I believe it can be so wonderful and beautiful that 
I forget to look at the thing in there. Before prohibi- 
tion came in | was riding into Chicago with a man and 
he said: “You know they have got a swell electric sign 
there on the boulevard. They play a game of baseball. 
You can see the fellow bat the ball out. It is the swell- 
est ad I ever saw. I have forgotten whose ad it is. I 
will show it to you when we get down there. . . . So we 
went down to see it and it was Edelweiss .. . But let’s 
not make it so strong that the goods will not have a 
chance. 

There is a little sign, “Plan ahead or go behind.” I 
found it on the desk of every buyer in one of the best 
stores in America. How can you plan your windows 
if those merchandise men don’t do anything about it ? 


—-Fifteen of us sat in a room the other day for ten hours 
figuring how to make two things pay: (1) Newspaper 
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space; (2) window displays. We had the meals in. 
Did we come out with something? We did. We learned 
a lot by exchanging ideas, and that is the kind of con- 
vention of the future, where a dozen or fifteen or twenty 
lock themselves in a room and sit there until something 
happens—an exchange of ideas behind locked doors, a 
few at a time. We showed conclusively that seven 
columns, will do the work of eight, and six will do the 
job of seven, and in the end you won't use less news- 
paper space. You are using just as much, but you will 
get more business with it. 

Do you displays in pairs or boxes or bundles, or 
half-dozen or dozen? Do you have the color of the 
month? Do you suggest in your windows the quantity 
to purchase rather than just one? Have you ever put 
in the window what we call an “odd baby?’ Down in 
Illinois the other day, in a town called Peoria, and there 
is such a town, a man put a little bit of a sign up in the 
corner of a big window. It did not hurt the thing at all, 
just in the corner, and he called it an odd baby, and he 
said somethirg that happened in the beauty shop for ten 
dollars, a special price. He got an awful lot of business 
out of that little sign. What did it cost? A free ride— 
I doubt if that sign cost him a nickel to make. It was 
a punk looking sign at that, but it got the business. 

The ensemble idea—have you heard about that? Are 
you showing things together? In a shoe store in Chi- 
cago the other day there were a pair of shoes, a pair of 
hose and a bag, the ensemble. How many did that sell 
in one day? Nineteen hundred. Who had the idea? 
The displayman. Will they let him go to the next con- 
vention? He went. 

What about dramatization? Thas is a long word. 
Make it drama. Carson, Pirie, Scott & Co., instead of 
having a blanket sale, then, would call it a blanket bazaar. 
Instead of having a towel sale, they would call it a towel 
town or towel lane. They had Huck Boulevard and 
Turkish Terrace, and all that bunk. You would not 
think that would make people buy. They would say, 
“We don’t need any towels, but let’s go in and see what 
this is about,” and over their arm would be, perhaps, 
$2.80 before they got through . . . but they did not need 
any towels. Remnant House, a little house made of 
remnants. They had to pull it out, and pretty soon the 
house was all windows. The baby parade, a bunch of 
little dolls holding up suffragette signs, selling baby 
clothes, towels and things like that, and the Great White 
Way, Handkerchief Way, Sleepy Hollow for bed cloth- 
ing. Why not? A little more dramatization. And the 
boss says you are going to bring back an idea. 

Are you ashamed of the name of your store in yout 
displays? Repeat it often. In a New York shoe store 
that I was shopping in the other day I noticed that the 
name was on the wall inside: it was on this little thing 
here where I put my foot; this stool, it was on that; it 
was woven into the carpet; it was on the inside of the 
windows as I walked out, and, of course, it was all over 
the store in front. Let’s not be ashamed of the name. 
Let’s repeat it plenty. 

Now, I went through a big Brooklyn store with tie 
owner the other day and we picked up forty or fil'y 

(Continued on page 68) 
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Applying Display Talents 
In New Fields 


By J. L. ROGERS 


The invasion of art into the broad 

held of industry opens up new pos- 

sibilities for some of the creative 

minds which have contributed so 

much in the past to advertising 
and display work. 


—Left: A searchlight display for the top of a 
skyscraper. Designed by Jesse L. Orrick— 


—Right: Griffith Baily Coale, specialist in 
mural decorations, is that rare phenomenon, an 
artist who has a practical knowledge of boats— 
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NDUSTRIAL art is an old story, but is daily 
commanding more attention from the manu- 
facturer, no matter whether his product is 
cosmetics or washing machines. Today he 

must give more than a smooth performance. The logi- 
cal person to consult is the artist—the more skilled and 
experienced the better. ‘‘Granted—but who is the best 
one for my particular problem?” asks the manufacturer. 

Obviously, the logical one should have had long and 
successful experience designing the same or similar 
articles. The manufacturer or his advertising consult- 
ant, after careful search and consideration, then calls 
upon an artist and states his needs. It it’s only a box 
or a wrapper, it is not so complicated, but if it is a com- 
pact or beauty salon, it’s different. The latter must 
function as well as fascinate. 

Ordinarily, a manufacturer is out of his element in 
a studio, just as an artist is in a factory office. 

Now, it will be simple. A firm of industrial con- 
sultants of many years’ standing (Haines, Spencer & 
Chancellor, Inc.) has organized a department of indus- 


~-When the American Yvette Co., wanted a design for a 
children’s barber shop, Tony Sarg responded— 


trial design. Associated in this department is a group 
of artists heading their profession in their particular 
fields. 

The manufacturer or advertising agent sees the 
artist he selects only when he chooses; frequently he 
doesn't see him at all. For this industrial organization 
(Haines, Spencer & Chancellor) makes the design 
workable and keeps die, tool and manufacturing ex- 
penses from wrecking the cost department. 

The artists are: Tony Sarg, Helen Dryden, Robert 
Locher, Griffith Bailey Coale, Edith Fargo Thomas, 
Ruth Eastman, J. L. Orrick, Allen Saalburg, Willi 
Noell, Henry Billings and S. A. Maurer. Of particular 
interest to cosmetic manufacturers are Helen Dryden, 
whose outstanding work for Lux, Woodwarth and Lady 
Esther speaks for itself; Mr. Robert Locher, who made 
the complete installation for Kathleen Mary Quinlan, 
and Tony Sarg, whose juvenile barber shops installed 
in leading department stores throughout the country by 
the American Yevette Company make youngsters pray 
for their hair to grow. 


—Macy’s Xmas parades always attract tremendous crowds. 
‘Tony Sarg designs the Xmas toy windows and parade— 
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Twinkle Twinkle Little Star * »* 
Will Fashions Stay * * 
* %* The Way They Are? 


By ANITA ARMSTRONG 


June, 1921 








Astrologer. 
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ARIES, TAVBUS GEMINI, CANCES LEO, VIRGO, dIBBA. RECEEIQ, SASITTARIUS CAPRICORN AQUARIUS. |, PISCES 
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N DISPLAY WORLD for April there is an 
article on colored lights by H. G. Schiller, 
which I found very interesting. It expresses 
very clearly the effects of planets on the earth. 

Using lights as planets and the article as a background, 
I may be able to give you a clearer idea of astrology. 


famous Tom Thumb golf, and ping-pong is to the fore 

again ; the planets suggest this through Venus and Mer- 

cury, in the fourth house, and the Sun and Moon, all in 
the same sign. 

Trouble with the beauty question is 

shown. Mars is square with Venus, 





he Sun, as we all recognize, is the source of light: It with Neptune in orb, and little is apt to = 
sends its rays in ail directions. The Moon, represented be accomplished, as Mercury, represent- S¢ 
by a mirror of silvery green, catches some of the rays ing the mind, is square to the Mars 
and sends them on to Earth. Mars, a red mirror, gives condition. Individuality in beauty will be important. 
out a red ray; Venus, yellow; Jupiter, blue, etc. When Have your cosmetics emphasize personalities, as the 319-: 


the rays intermingle we have shades and tones, and these 
rays affect us just as merchandise is affected by colored 
lights. 

We have three charts to consider this month: First, 
that of the New Moon; second, the summer solstice on 
June 22, when the Sun starts into Cancer, beginning the 
summer season; and last, the chart for July 4. There 
are several conditions coinciding in these three charts. 
There are no planets in fixed signs, making this summer 
a very changeable one. No definite plans should be 
made until after July 17, for the “best laid plans” on 
fashions, in this coming season, will be very unstable. 
Of course, it will be good for changes. For instance, 
display might be benefited by a rotary base, so that day- 
light and electric light could be used to their best advan- 
tage. Color effects may be obtained in this way without 
loss the of charm which one finds in the difference of 
lighting. 

New Moon fer Washington, D. C., 
June 15, 10:02 p. m., E.S. T. 

Jupiter, in the sixth house, the house 
of work, should give plenty for all to 
do, although Saturn, in opposition, 
will not mean much financial benefit at the moment. 
House furnishings and home study will be very popular, 
as Venus and Mercury are in conjunction in the fourth 
house, representing home and home conditions. All 
types of furnishings will be popular, although I doubt if 
the family will agree on color and style, as Mars and 
Neptune are square with this combination, causing argu- 
ment as to the relative value of bright oriental colorings 
and pastel shades. Home entertainment, all sorts of 
table games, such as table golf, a small edition of the 





rising sign, expressing personality, is trine to Venus 
and Mercury. 

I have been asked if the long dress will remain in 
fashion. Venus, at present, is in Gemini, which gives 
us two ways of looking at beauty. Either the short or 
long dress will be quite all right (short for sports and 
street, long for evening and formal) until Mars meets 
Venus, which will not be in 1931. 

Mars in Virgo, an Earth sign, may stir up all sorts 
of excitement about property, so real estate should be 
quite universally discussed. Neptune is in orb, and that 
is just too bad for any financial success, as it makes it 
misty and rather uncertain. 

I know that you who have been interested in display 
during the past few years have noticed the decided trend 
toward the futuristic, and I can give you a direct reason 
which I wish you would check, as I am neither an archi- 
tect nor a displayman. In 1927, Uranus, the planet of 
the unusual, came into orb with Aries (by orb we mean 
six degrees of a planet or sign), Aries being the sign 
of the head or mental expression. During 1927 there 
should have been a marked change in window draping, 
becoming more accentuated in 1928. This condition is 
now at its height, and displays should soon become more 
artistic and less futuristic. 

Now as to travel Mercury, representing journeys, 
is in the fourth house, so it naturally follows that there 
will be little or no extensive. travel. There should be 
entertain.ng in the home, daily excursions to the country 
and beach. Color will be prevalent, and what could be 
more inviting than violet lunches, pale green teas ard 
yellow suppers, or picnics of various shades? 

(Continued on page 60) 
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Make Your Fall Window 
Displays Sell More Goods 
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SCHACK’S 






























) BOOK 
> | of 
y* : piece where Schack’s New Book of 
: FALL Fall Decoratives will help you. 
‘ DECORATIVES This Big Surprise Book of 24 Pages 
p illustrates many new, original and novel 
decorative ideas in 4 color process printing 
that makes it a regular encyclopedia of 
$ helpful suggestions at a range of prices 
within the reach of all. 
fous Send for your copy today DO 
na This Big Surprise Book sent you THIS 
free on request — no obligation. NOW! 
st Ask for Fall Book D-1. Do it now! : 
nus, 
t to SEND FOR OUR NEW 


ss | SCHACK ARTIFICIAL FLOWER CO. | “sscemosse°" 





























tant. IT'S FREE 
_ the 319-327 W. Van Buren St. CHICAGO 5th iin oe a St. 
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in in 
o1VeS 
rt or 
* STIR the Blood of Every Golfer 
neets . 
sorts with a FAIRY FORM Display 

e 
te M” than that, you can lead them to buy golf hose 
ces it by using these new hosiery forms. Life-like, 

poised on their toes, Fairy Forms express ACTION. 
splay And they usually get it in the form of increased sales. 
trend Made of flesh-tinted Fairylite, Fairy Forms are easily 
cited cleaned with a damp cloth. A concealed weight in the 
irchi- toe keeps the form balanced upright without supports of 
et of any kind. Made in nine models for men’s, women’s and 
cage children’s hosiery. 
oe If your jobber does not have them, write to us for a 
ping, copy of the interesting booklet ‘“The Fairy Form Family.”’ 
ion is SHOE FORM COMPANY, INC., Auburn, New York 
more Licensed Manufacturing Branches 
UNITED LAST CO., LTD. Montreal, Que. 

neys, Northampton Paris Frankfort Melbourne 
there England France Germany Australia 
Id be 
untry The Fairy Forms used in this display are the Men's 
Id be NeHi, Height, 15% in. Price, $6 a pair. 
s and 
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—Compare this background design with the design on page 24, April issue of DISPLAY WORLD— 


WISHING FOR A 
UMMER BACKGROUND 


Has Never Given It to a Displayman 
BUT BUILDING IT HAS 


By J. ROY EDWARDS 


AVEN’T you often wished that your store 
could afford to have a unit background dis- 
play similar to the one illustrated on this 
page? You just know you have. When 

approaching the “boss’’ your idea was drowned in cold 
water because it was too expensive, or too elaborate, or 
too ornate, or too some other reason, which prevented 
you from stepping out with your displays. I know just 
how you feel. I have felt the same way—that is, before 
I started designing my own backgrounds and building 
them. 

I owe a lot of thanks to George A. Smith, display 
manager, U. S. Rubber Co., New York City. I worked 
with George for a number of years, and while in his 
studio secured a definite and concrete foundation for 
simple or elaborate background construction. The 





effects that we would obtain were nothing short of 
marvelous, and the displays resulting gave the U. 5. 
Rubber Co the most outstanding examples of back- 
ground construction in New York City. 

One of the first things I had pounded home was thie 
fact that a background design could be ruined with 
color. I have seen some mighty pretty displays ruined 
by color choice or placement. Of course, my greatest 
fault at the beginning, when I would try to put a bril- 
liant (so [ thought) design on paper, would be the cor- 
pete misconception of design and color balance. More 
than one of my first attempts were top or side heavy, 
or the design, if properly placed, ran off the panel of 
was pushed out of balance by the misplacement of 
colors. My favorite stunt was to try to balance a design 
by keeping all the heavy colors in the center, shading 
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out into light colors at the top.and sides. This method 
of color placement is perfectly correct, but I would so 
mae my design that the background would inadvert- 
ently fade away. I would fail to hold the design to- 
get'ier—frame it, as it were. 


Experience is a great teacher, and I have slowly 
ov.rcome my first weakness in design and composition. 
Such obstacles can be overcome only through practice 
an experience in designing. You've got to keep on 
trying. If the first background is flat, design it over 
agin, work with it, play with its possibilities, and pre- 
cision will come. 


In May I said: “As an example of the flexibility of 
a design, I am suggesting this month a simple—simple 
from the standpoint of design and construction—and 
attractive background, etc. Next month, and in the 
mouths that follow, I am going to take the same design 
an show you a few of its possibilities for display re- 
adaptation.” That is just what I have done this month. 
I have have taken the original thought, redesigned it, 
an | developed it into a simple, decorative, and extremely 
interesting, unit background. I say unit because it does 
not cover the window background. A set of curtains 
has been hung in front of the permanent display, but, 
should they be removed, the contrast between the per- 
manent and temporary backgrounds would be too severe. 
Don’t think such placements haven’t been made. They 
have, and continue to serve as a jolt every time any 
observer views the window and sees the comparison. 
This unfortunate condition exists simply because it 
means following the road of least resistance. The dis- 
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playman or owner says, “I know it is not good to effect 
such a contrast, but it’s good enough.” 

Some displaymen are likely to wonder at the design 
and say, “What does he mean? This month’s back- 
ground doesn’t look anything like last month’s.”” Should 
it? Do you want the same contour with a different 
design, or the same design with a different contour? If 
you expected the first, you got and will continue to get 
the latter. In each adap‘ation I will take the decorative 
design and re-set it. 

This month, in case you cannot follow the resem- 
blance of the general decorative idea, that of the modern 
flower, it is exactly the same treatment of last month’s 
design. It has been elaborated upon, but the general 
decorative idea is the same. Take the hanging plaque 
in last month’s design. Turn it upside down and you 
have practically the same motif that I have used on each 
side of large center panel this month. The placement is 
a little different, the panels have straight sides, the deco- 
rative corrugated work has been used across the top of 
the center panel. The general borders on the panels 
remain identical. 

I suggest two methods of construction. The sug- 
gestion on the left of the construction drawing suggests 
the means used if the panels are constructed flat; the 
drawing on the right, the means of construction if the 
design is built in relief. 

The size of the setting will depend entirely upon 
window space. The original setting was ten feet long 
and seven feet high. ‘The relief of the original setting 
varied from a one-inch piece of decorative corrugation 
for the top of the center panel to a six-inch base. 
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—Suggesting the actual construction of the background. ‘Two methods are shown, either flat or with relief— 
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From Portland Come 


DISPLAYS 


That Are 


DIFFERENT 


By R. TRUMBULL 


EEPING abreast with the times in the display- 

ing of merchandise does not mean merely a 

study of modern backgrounds and placing of 

the merchandise. What it really means is 

keeping up with the kind of modern backgrounds arid 

trims your prospective buyers notice. In other words, 

the 1931 displavyman must know what kind of displays 

pull best under any giyen circumstances, and these cir- 

cumstances depend entirely on the mood or spirit of 
the public. 

There are times when a window with two dresses 
or a dozen pairs of hos-ery will pull, and pull better than 
a stocky trim, and it has become part of a displayman’s 
education to know these times. 

So, at Charles F. Berg’s Who’s Your Hosier Shop 
in Portland, Oregon, we have learned that on some days 
some merchandise pulls better than others ; also that one 
window will pull better than another for the same mer- 
chandise. We have learned, too, that some kinds of 


—When R. Trumbull. associated with the display staff of Berg’s, 
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—An R. Trumbull display that proved a tremendous sales 
producer— 


displays pull better for one thing than another, even on 
the same day. 

Our window space is quite limited, each of three 
windows only twenty-eight inches deep but fourteen 
feet long. This makes the problem even more difficult. 

We have learned, really by a process of elimination, 
that the displays that pull the best for a feature, special, 
or introductory window are those that are unusual in 
some way. That means it cannot be an ordinary unit 
tr:m with a plain show card. It must have some striking 
feature about it other than the merchandise to attract 
the individual attention of the prospective buyer—for 
instance, a large sign, some hand done poster, some 
unusual design, some way of placing or displaying the 
merchandise, the stressing of some particular point of 
importance about the merchandise, or the playing up 
of the nationally known trade name. These displays we 
have found best in certain windows. 

The display photos accompanying are good examples 
which have proved very successful—so successful that 
that one was reinstalled intact two days after being 
removed. 


merchandises a window, you know that it will be different— 
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Chicago affords the must complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. | INTERNATIONAL REGISTER CO. 
649 S. Wells Street | 13 South Throop Street 


Window Display Decorations | “CUTAWL” Decorative Cutter 


BOTANICAL DECORATING CO. | THE KOESTER SCHOOL 
319-327 W. Van Buren Street 314 S. Franklin Street 


Artistic Decorations and Artificial Flowers | Display and Card Writing Instruction 


CHICAGO CARDBOARD CO. NATIONAL CARD, MAT & BOARD CO. 
664-670 Washington Blvd. 4318-36 Carroll Ave. 


Art Poster Card and Mat Board Showcard Boards—Mat Boards 


CORNELL WOOD PRODUCTS CO. PAASCHE AIR BRUSH CO. 
307 N. Michigan Avenue 1902 Diversey Parkway 


Cornell Wood Board Airbrushes and Airpainting Units 





SCHACK ARTIFICIAL FLOWER CO. 
319 W. Van Buren Street 
Artificial Flowers and Window Decorations 


Endorsed by most critical and discerning displaymen and merchants 


everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ce 
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A SONG OF SALES 


DISPLAYMAN 





OWN Mr. Barnum’s way—where Chicago is 
the Big Tent—the grand gesture of spectacu- 
lar. newspaper splurgery seems to be the 
magnet with which some advertisers insist on 

drawing the unsuspecting public market-ward. But I 
can tell you a story of a display stunt—behind glass— 
products were fairly reeking with depression. It was 
a very subtle little movement in the well-known Glaser 
Crandell “Bred Sprea” campaign that caused the bell on 
retailer cash registers._to sing that song which manu- 
facturers never tire of hearing—the Song of Sales. 
And believe it or not, there was a displayman at the 
“mike.” 


. The 1930 Spirit of Gloom 


It happened this way. Last October, Glaser Cran- 
dell Co., exclusive national advertisers in the preserve 
industry, found themselves hard pressed by keen com- 
petition. Nothing unusual about that. Everybody’s 
products were fairly reeking with depression. It was 
the 1930 Spirit of Gloom. Surely, you remember it. 
Well, somebody behind the advertising lines decided it 
was high time to stop looking so funereal and do some- 
thing about the situation. Having arrived at this im- 
portant conclusion, they set about to do right by their 

















By AUDREY BARBARA CROWDER 





°° MEIKE? 
°e@ 


little Nell. Little Nell being none other than their own 
delicious fruit preserve—their “key” line—and_ their 
best bet in surviv.ing the business slump. You now hear 
of this preserve as the brand with the beautiful modern 
container, in seventeen varieties. At that time, how- 
ever, there were only six varieties, the jar was standard 
stock and sold for twenty-five cents. To make bad 
matters worse, the product could not be registered under 
the Pure Food and Drugs Act as a pure preserve 
because of its apple base; and, besides having a wilted 
market to aim at, freight rates were high. Local manu- 
facturers were just about a giraffe’s neck ahead in the 
little game of competition. But that didn’t disturb the 
manufacturers of “Bred Spred,” because, if one may 
be allowed to intrude “slang” into the very dignified 
field of advertising, “they knew their groceries!” They 
did it this way: 


AT THE 








Improving the Product 


First, they improved their product, making it a pure 
preserve; then they increased the variety of flavors 
from sixteen to seventeen, spent two months perfecting 
a new container-—a glass jar of beauty and distinction 
—and concentrated on new dealer helps. That last step 
in the campaign, strange as it may seem, was, perhaps, 
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the most important. But that’s a story all by itself. 
All of this sounds so very simple, but “ask the man who 
owns one’’—a product like “Bred Spred”—and, believe 
me, it was no simple task. It took time and money and 
patience to go through that period of rejuvenation— 
just waiting for recipes by famous chefs, container by 
scilptors and artists, and dealer helps by a group of 
men working like fury to keep the skeleton of NO 
S.\LES from coming home to roost. 


Saying It With Sales 


Now to get to one of the most interesting and vital 
factors of the campaign—the pre-eminent part that 
DISPLAY played, and continues to play, in “saying it 
with sales.” In its relation to the other steps in the 
cainpaign I would say that display, from the very begin- 
ning was the nucleus around which this successful sales 
promotional program was built. Without display the 
beauty and tempting physical aspect of the product 
would have been lost; without display the time and 
money spent in re-packaging the product would have 
been a foolhardy act; and without that clever electrical 
“salesmaker,” the flasher display device, the wholesaler 
and jobber would have been denied a very strong sales 
appeal to his customer--the retailer. All in all, display 
sang the song that resulted in an approximate 400 per 
cent sales increase of “Bred Spred,” the only preserve 
in the industry that has done a solo for long distance 
selling. 


There Was a Displayman 


That there was a displayman in the case is an ac- 
cepted fact, for only a display-minded individual could 
have planned a dealer help like the one electric ‘‘sales- 
maker” turned out to be. This display device consists 
of a hollow metal base with a pedestal to support a 
sample jar of the preserve. The pedestal itself is sturdy 
and shaped like a pyramid. It is designed and colored 
to match the new cap and label of the “Bred Spred”’ 
container. In the top of this pedestal there is a hole, 
round and slightly smaller than the jar. A flasher light 
inside the base lights up the words and design on the 
pedestal, and radiates the whole product itself, shining 
through with a radiance that makes Mrs. Consumer’s 
mouth water with anticipation when she sees “Bred 
Spred” in all its glory. 


A Display Device That Gets Used 


Little space is necessary to accommodate the “sales- 
maker,’ and it is suitable to both window and counter 
(isplay—a combined incentive for the retailer to use it 
and feature the product for which it was prepared. 
Bear with me, readers, while I digress for a moment, 
anc, in my observing Chinese way, point out the fact 
tha: the success of the “salesmaker” is laid on a firm 


foundation. You say the product it displays is good, 
of course, and so does the container possess the beauty 
of simplicity, but let me tell you, it’s the combined 
quality of the little display device itself that draws the 
attention and makes the impression for the merchan- 
dis. Why? Because it is so designed that it is not 
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—-Gorgeously designed and colored to match the new Bred 

Spred cap and label. The sales message is transparent and 

flashes out in striking red as the light turns on. Light is also 
reflected through the jar, giving a beautiful effect— 


only very attractive, but also possesses utility value. It 
is durable; it is small, being only fourteen inches from 
cap to base and measures but eight inches square at the 
bottom, and it is inexpensive to operate, costing less than 
one cent a day. And that, displaymen, is what gets dis- 
play devices used, and not thrust upon the shelf. Be- 
sides, it takes the place of a personal demonstration, 
since it tells the name of the preserve, the number of 
the varieties in which it is packed, quotes the price, and 
then lights up and shines through a sample. 


Preserving the Market 


Stop and Shop, one of Chicago’s largest and best 
food shops, recognized in “Bred Spred” and “sales- 
maker” the excellent qualities that make for show 
window success. During the whole week of March 16 
they featured Glaser Crandell’s very modern work of 
art. The display pictured here will give-you some idea 
about how important this retailer considers the product 
and the unique display device furnished by the manu- 
facturer. That window was one of the most perfect 
examples of combined taste and eye-appeal ever fea- 
tured in Stop and Shop’s usual appetizing displays. 
There was this long stretch of glittering glass; behind 
it, color in abundance—deep rich red of strawberries 
and cherries, dusky purple of plums, and fascinating 
yellow and orange of pineapple and apricot—all lit up, 
clear as a crystal, with the “salesmaker.”’ Jars upon top 
of jars, electric flashers shining here and there, show 
cards spick and span and modern. Such was the display 
presented. It was this mass of colored briliancy, with 
its carnival appeal, that made me sigh and say, ‘That’s 
preserving the market, all right!” 



















H.E.Engert’s Displays 
Speak 


for Themselves >» > > 





T has been interesting to watch the develop- 
ment of displays in the retail stores of mail 
order houses. What progress they have 
made these past few years. They, above any 

similar organizations, have realized the importance of 
merchandise display and have tried to make their 
windows outstanding. They won’t take a “back seat” 
for anyone, as far as windows are concerned, and as 
H. E. Engert, display manager, Sears, Roebuck & Co., 
Syracuse, N. Y., so appropriately says in h's clothing 
window, “They Speak for Themselves.” 

The backgrounds this spring are of natural tan 
colored linen crash. This material covers panels of 
various sizes which are put together with offsets of 
4,6 and 8 inch boards. The circular doors—circular, 
inasmuch as the circle extends around the corners of 
the windows—are formed with loosely hung curtains 
of tan colored monks’ cloth. The molding at the top 
and bottom of the backgrounds are of tan and green 
coloring and give a pleasing contrasting touch. The 
window or door effect in the center of the ready-to- 
wear display is recessed to secure the proper illusion. 

Black cut-out letters are used on the center back- 
ground panels in the clothing and gas range displays. 
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« Even Though They 
Are But a Cog in a 


National Organization 


The letters are cut from felt and are alternated with 
cut-out figures for various trims. In each instance, 
where letters form a merchandise message, as few 
words as possible tell the story. Merchandise cards 
are used in each window to supplement the back- 
ground story and carry the price, if prices are used. 
Bold price cut-outs can and are used on the back- 
ground panels when the merchandise display features 
price. The regular window cards are lettered on a 
tan stock. The edges of the cards are in brown, the 
lettering in black. 

The color scheme of tan and brown is carried out 
on the display platforms and blocks. These fixtures 
are covered with a gold fabric and the floor platforms 
are painted in contrasting shades of brown. ‘The 
painted blocks appear in the clothing and gas range 
displays. In the ready-to-wear display, blocks are used 
but they aren’t painted. This does not mean. that the 
ready-to-wear display cannot carry painted blocks. 

The merchandise, in every instance, is ensembled. 
Appropriate accessories are used with each merchan- 
dise group. In the gas range display, notice the effec- 
tive use of enamel ware. 








—H. E. Engert, display manager, Sears, Roebuck & Co., Syracuse, N. Y., effects neat merchandise presentation 
in front of Sears’ standardized Spring backgrounds— 
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The following concerns are upholding 
New York City’s traditional leadership 
in supplying the country’s display needs. 





Learn Display Merchandising 
(Scientific ‘Window Trimming’’) 
Day and Evening Classes, Men and Women 
Only display merchandising school in America 
Correspondence Display Courses 


MacLEOD INSTITUTE 
Scientific Display School 
246 Eighth Avenue, West 23rd St. 


MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Will Be Shown at Our Booth at the 
1.A.D.M. Convention, Boston, June 15-18. 


MILEO—44 East 8th Street 








J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY 





THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY 











MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 
FRANK NETSCHERT, Inc. 


Artificial Flowers and Decorations 
Natural Preserved Foliage 
Your Inquiries Are Solicited 


61 BARCLAY STREET 
THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 











MAHARAM TEXTILE CO. 


' Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 
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Rose 


—Every year, during the month of 
June, Portland, Ore., sponsors its 
annual Rose Carnival. Needless 
to say, the floats entered in the 
different parades are exceptional 
examples of float craftsmanship. 
And, unlike the average parade, 
every float must consist of real, 
and not artificial flowers— 


—Did you, as a displayman, ever 
decorate a float of artificial ma- 
terials, much less one that con- 
sisted of real flowers? It’s a lot 
of fun, but a tremendous job. The 
design of the float is built of wire 
and covered with moss. The moss 
is dampened, and the night before 
the parade, the float is decorated— 


—Every flower and every piece of 
greenery must be wired in place. 
For this job florists furnish a lit- 
tle thin strip of wood (not much 
larger than a tooth-pick in size) 
to which a piece of light wire has 
been secured. The wire is wound 
around the bud of the flower, or 
around the stems of the greenery, 
and then the stick is pushed into 
the damp moss— 


—Just like an opening, the dis- 

playmen that design and decorate 

floats say, “never again,” but when 

the next parade rolls around they 

have a new idea and are just as 

anxious to get going as they ever 
were— 


In 
Portland 
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—The displays are judged: Sales 
appeal 20 per cent, attention value 
20 per cent, arrangement of mer- 
chandise 15 per cent, arrangement 
of merchandise helps 10 per cent, 
originality 10 per cent, Jantzen 
exclusively 25 per cent— 
—The 1930 prize winners, pictured 
on this page, are as follows: Top: 
Harry A. Bell display, Broadway 
Department Store, Los Angeles, 
Calif. Top center: Ed Rose dis- 
play, Harris-Hahlo Co., Houston, 
Texas. Bottom center: Mr. Wal- 
ker’s display, The Nast Co., But- 
ler, Pa. Bottom: E. N. Sandifer 
display, Tenk Hardware Co., 
Quincy, Ill. The two top displays 
are full time displaymen; the two 
bottom displays, part time display- 
men— 
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—Every year Jantsen conducts an 
international display contest in 
which any of their accounts can 
participate. When we speak of 
an international contest, we do 
not mean that the foreign displays 
compete against those of the 
states; the foreign windows com- 
pete in their own particular classi- 
fication, while the domestic dis- 
plays compete on the same basis— 


—A distinction is made between 

full time and part time display- 

men, and a distinct group of prizes 

are offered in each division. The 

prizes are: First, $150; second, 
$100; third, $50— 
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Window Display Advertising }: 
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By HARVE FERRILL six 
General Manager Neighborhood Stores Display Service, Inc., Chicago. 
in 
Isn’t It About Time We Got Down to the Serious Business of Selling Z 
Window Display As a Medium, So That Advertisers May Buy It With 7 
the Same Confidence That They Have in Other Mediums. ey 
cir: 
DVERTISERS often expect more than they ae 
receive from their window advertising. If og 
told that they get results commensurate with 7 
their efforts, they would probably express 
their indignation. At the end of a window campaign whi 
that has produced only mediocre results they will blame bilit 
window display, in spite of the fact that they have ap- rela 
proached the preparation of the campaign with an of | 
almost flippant attitude. stor, 
Getting down to cases, we will cite the attitude of are 
too many advertisers when making arrangements for a adve 
window campaign. They ask, “How quickly can they on h 
be installed?” “How much will the installations cost?” 
“When can you get started?’ Seldom a question as to ; 
¢ . irate —The same display material has been used in these two MOT 
how to plan for the biggest sales return. It is just more trims of Iodent, but what a difference in appearance— 
advertising. It 
Just a day or two ago the writer sat down with an stores of our community, plus black and white informa- ae 
advertiser and planned a window campaign for use tion and data which we have had produced at some ptt 
during the summer months. We worked with data and expense, the client and ourselves now know what we attrac 
sales charts of the fifty-six trading sections of our are to do prior to the start of the campaign, and we effect 
market. We decided just which sections were to have have a working plan as accurate and authoritative as i 
a showing, and which sections, because of poor sales that of any architect. Further, a check-up has been J °" * 
potentialities, were not to have any at all. We decided made among the dealers to determine how and when to en 
how many displays each section would have . . . on what start our campaign and what we may expect in the way pir 
streets they should be placed . . . in what stores they of sales effectiveness from it. k we se 
should be placed. Now, our client’s sales department can point their more 
Because of our client’s specialized knowledge of his activities toward the success of the campaign. Our own The 
distribution and our specialized knowledge of the retail staff can perform the preliminary work needed in an obvior 
intelligent manner. We are sure of the circulation the _Pa 
advertising will get for the advertiser. We are sure 4 
that none of the displays will go into territories which @ ,,..”. 
are barren of sales possibilities for this particular prod- JJ they h 
uct. We are using a rifle instead of a shotgun to shoot J and fc 
the advertising message into the right minds instead of i t 
all minds. Ms + 
Why shouldn’t window display take a leaf from the @ «a, ;, 
book of the other successful advertising media? When 
a campaign is planned using newspapers, magazines of 
radio, considerable research is practiced to insure get 
ting the advertising message to the right prospects, at We 
the right time, and with the stage all set from the mer- J ‘nal 
chandising standpoint so that the greatest sales results rl 
—Proving that it is possible to get away from the old idea possible rescid be a. . . . Varicus 
of a center set-piece and balanced side groups— Window display has every other medium licked 1 &@ ing ;, | 
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the matter of cost per thousand of circulation. Yet how 
many know what average window circulation is in the 
different big markets? How many of us in the business 
evr talk the matter of circulation in our solicitations 
to «dvertisers? One hundred window displays in aver- 
age good locations in the average metropolitan district 
wil give the advertiser five million circulation in color, 
showing the actual product advertised—at the point of 
sal. . What advertising other than windows can do a 
ten’h of that for the advertiser for so little as five or 
six hundred dollars ? 


ther forms of advertising can tell the advertiser, 
in ‘(heory, what he is to get by using their advertising. 
Puilishers all over the country have spent money so 
tha. they may know how much money local industries 
are bringing into the market to be spent there. They 
car tell you about reader interest and response, family 
circulation, total circulation, class of circulation, and 
hali a hundred other details that are of worth, or are 
interesting, or are good propaganda to induce the use 
of their advertising. 

Take a look at our picture. The installation man, 
who, after all, should know most about market possi- 
bilities, has no information at all on his market. In his 
relations with advertisers he talks about the mechanics 
of the job—crepe paper, number of men employed, 
storage facilities, and other matters of like ilk which 
are of secondary importance to the advertiser. The 
advertiser is primarily interested in how to increase sales 
on his product. 





MOTOR FOR ANIMATING POSTERS AND DISPLAYS 


It is becoming generally recognized that nothing attracts 
attention like motion. Motion serves either one or both of two 
purposes—to attract attention attention and to demonstrate the 
method of operation of a particular device. As a method of 
attracting attention, it has other advantages in addition to its 
effectiveness—it is natural, i. e., it does not annoy like a state- 
ment, striking, perhaps, in its sensationalism, but far-fetched 
and possibly antagonizing. 


Furthermore, when properly keyed to the text matter it 
makes a lasting impression. After one has passed such a 
display once, on the next occasion one probably will not stop 
to read the text, but unconsciously the message is rammed 
more deeply home by the mere sight of the moving feature. 
The advantages of demonstrating a device are, of course, 
obvious. 


Pantomime Posters Service, Inc., New York City, have 
utilized these principles very effectively in a unique hank adver- 
tising service which is in use all over the country; they are 
now embarking on the national advertising field. The motor 
they have developed is very ingenious, adaptable, cheap, durable 
and fool-proof, and can be changed in a minute from one dis- 
Play to another, so that a manufacturer who supplies his 
dealers with displays of this sort does not need to figure the 
whole cost, slight as it is, against the original display, as he 
can follow it later with another, using the same motor. 





CHICAGO IN 1933 


\'e learn that executives of the Chicago World’s Fair Cen- 
tennial are formulating plans for the textile and apparel phases 
of the event. Their present idea is to devote a wing of one of 
the | uildings to fashion trades. They will seek the aid of the 
Varicus groups in the industry to make a representative show- 
ing ty the millions of visitors. 


DISPLAY WORLD 


MEXICAN FLAME BALL 


New—Different—Colorful 


Unequaled for Attraction Value 


COLORS: Dark Red, Light Red, witn Yellow Tips 
SIZES: 8 Inches to 30 Inches Tall and Round 


EXCEPTIONAL RESALE VALUE 
CONSOLIDATED DISPLAYS, 
“Individualized’’ Window Displays 

Suite 1477---Merchandise Mart. 


INC. 


Chicago 








ATTENTION! Get It with CHROMIUM! 


Another triumph in window display! Glittering, gleam- 
ing, moderne Chromium and Walnut, ready for delivery 
now or for Fall. Lower priced like all of Onli-Wa’s 
“newest”! Order your needs at once. 








No. 4400 Design in Walnut and Chrome 
No. 4014--36x42 plateau 


i Also in Bird’s-eye Maple and Chrome 
Reg. U. S. Pat. Off. and Antique Oak and Chrome 


MECMLHWA FIXTURE CO 


Dept. D.W., St. Paul Ave., Dayton, O 
Chicaco—1323 Merchandise Mart 
Buffalo—i2 Root Bldg. 


Members National Display Equipment Association 
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Men! What About Men? 


To Begin With » Men Are Being 
Considered » “Figuratively Speaking” 


“NDREW DEVRIES, display manager, F. N. 
Arbaugh Co., Lansing, Michigan, has gone 
continental in his use of men’s figures. His 
recent promenade displays included the use 

of a large number of men models, and the displays cre- 
ated unlimited interest. The photograph of one of the 


DeVries displays on this page shows how conducive to 
good display men’s figures can be. 

A window at the present time is bound to attract 
interest if a man’s models is used. This, no doubt, is 
due to the fact that so few good men’s figures have 
been made, and the average display department, it if 


—Andrew DeVries, display manager, F. N. Arbaugh Co., Lansing, Mich., presents “The Promenade Displays.” 
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has a man’s figure, has one that was purchased years 
ago. Naturally, such figures will not fit into present- 
day merchandise pictures. You wouldn’t think of using 
an ld type of wax form with modern form composi- 
tions. Old type men’s figures, in most instances, are 
out of style and have not been replaced. If they are 
use’ at all, they are used by themselves in the display 
of ‘‘ather’s Day neckwear, sportswear, or some other 
suc}; merchandise, and seldom, if ever, combined with 
worien’s figures. 

\Vith the introduction of the new Schaufensterkunst 
mocels in America by Hugh Lyons & Co., Lansing, 
Mich., exclusive agents, men’s models are advancing 
ver. rapidly to their proper place in the spotlight of 
disj ays. DeVries proved with his use of the figures 
that they commanded attention. He proved that a man’s 
model will stop the customers. At least that is what 
happened in Lansing. Women’s figures predominated 
in the display pictured here, but this condition did not 
hold true to form in every instance in the promenade 
displays. Schaufensterkunst manufactures ladies’ man- 
nequins also; in fact, all of the mannequins used in the 
promenade series were their models. 

[he men’s figures are made to size. They are a 
canvas-covered body with arms that are adjustable for 
any elbow position. Several types of heads are avail- 
able, and, inasmuch as the heads are removable and in- 
terchangeable, different type figures, in appearance, 
can be made. 

Schaufensterkunst, translated, means, literally, “the 
art of show window display.” 


CONGOLEUM’S $1,200 WINDOW DISPLAY CONTEST 
AROUSING CONSIDERABLE INTEREST 

UDGING from recent reports, the country’s displaymen are 

keenly interested in the Congoleum-Nairn $1,200 window 
contest. Hardly any restrictions are placed on the type of 
display, so displaymen have a chance to do a clever “human 
interest” window on a product that’s just right for summer 
selling. A chance to show folks how to spend their vacations 
more pleasantly and a chance to earn some nice vacation 
pocket money. 

Fifty-five prizes, ranging from $150 down to $10, will be 
distributed among the creators of the winning windows. And 
it's our guess that the recipients of these awards are going to 
have a better vacation this summer than ever before. It’s a 
nice feeling to be able to go away and know that you've 
helped your store increase its business. And a little extra 
prize money makes it so much the better. 

Displaymen who have not yet entered the contest should 
communicate with the nearest Congoleum-Nairn office im- 
mediately. There’s still time left between now ard July 31, 
the final day for window displays. The very simple contest 
conditions and other information will be sent upon request. 





A CONTINUOUS STYLE SHOW 
Dr. Allen D. Albert, assistant to the president of the 
Chics go World’s Fair Centennial Celebration, outlined plars 
ior © continuous style show to be centered in the textile 
exhil:'t building and included with the fabric display. The 
textil: exhibits will present their displays from the raw 
mate: ial through the various stages of manufacture, and the 
thou; ht of the style show is to show the fabries beyond the 

Wove stage. eee 























A DISPLAY 
IS NO BETTER THAN 
ITS BOARD... 


Build the finest display in the world; 
spend a fortune on art work—and it’s 
largely wasted if your display board be- 
comes warped and twisted—dog -eared 
and shabby after little service. 

Compo-Board solves the board ques- 
tion. This %4-inch unique material is 
constructed of genuine Redwood sec- 
tions with a smooth, tough surface on 
both sides, cemented with a water-proof 
compound. Compo-Board remains rigid 
and unwarped —saves bracing and 
framing. It can be cut to intricate shapes 
—and hold them. It can be glued, 
nailed or screwed — and stay put. It 
saws or cuts clean and smooth. 

Compo-Board must be good when it 
is preferred by display veterans. Send 
today for sample and data. 

Waldorf Special Board is lighter and 
thinner—ideal for smaller, lighter displays. 
This stock board has a special surface that 


can be washed for re-use. 














THE COMPO-BOARD COMPANY 

4436 Lyndale Ave., N., Minneapolis, Minn. 
Please send me data and sample of Compo-Board 
Also Waldorf Special 
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Now Dawns a New Era for Display 


The day of haphazard display passes forever as displaymen and retailers 
everywhere obtain an entirely new understanding of display practice and 
principles from this new and complete window display course by Jack T. 


Chord. 

Don’t confuse this with any of those books on display now on the market 
which merely generalize on display procedure. This book is new and unique 
in treatment and presentation. 


For the first time it breaks down display into its very fundamentals, 
establishes definite principles of display practice and creates a scientific 
method to make displays attract the greatest attention and sell the most 


merchandise. 


It will dispel for all time the confusion as to correct methods of display and 
by its very text and illustrations will give you a complete and thorough 
working knowledge of how the best window displays can be originated and 
installed. 


Se cs 
$ Per Copy Postpaid 
Money Back If Not 


Satisfied « « « « « 


240 large pages, size 9x12, fully illustrated, heavy enamel paper, 
substantial cloth binding, stamped in silver. The most valuable 
and instructive display reference book ever produced. Now on the 
press and will be ready for delivery shortly. 


ORDERS FILLED IN THE ORDER RECEIVED 
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Complete In Text and Illustrations 


It is surprising that in the lengthy history of display no one has ever been 
able to take the subject and present it in a scientific and at the same time 
practical fashion. 

The thirty chapters of the new book with its 240 pages and over 400 illus- 
trations is a revelation in effective presentation of this difficult subject. The 
country’s leading display executives, retailers, national advertisers and display 
beginners will marvel at the masterful presentation and the hundreds of new 
ideas which its pages will impart. 

This book is the result of lengthy preparation and of practical display teaching. 
The methods presented have proven successful by improving the displays of 
men who had been previously guided solely by observation of the old 


hackneyed and stereotyped display ideas. 

For completeness, for thoroughness, for an entirely new scientific conception 
of the fundamental principles of display, for practical instruction and for 
guidance and reference, this new display book will prove worth many times 
its nominal selling price. You can’t afford to be without it. 


SEZ 
BOOK ORDER BLANK 





THE DISPLAY PUBLISHING CO., Cincinnati, Ohio. 

Gentlemen:—Enclosed find money order for $5.00 for one copy 
of The Window DISPLAY MANUAL, by Jack T. Chord, as soon 
as ready. My money will be refunded if the book is not satis- 
factory and returned within five days. 


SPECIAL COMBINATION OFFER—By adding $2.00 to the 
price of the book, a total of $7.00, we will include a subscription 
to DISPLAY WORLD, either new, renewal or extension, a cash 
saving of $1.00. 








LACK | CHORD | 
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FOR MERCHANTS — DISPLAYMEN ~— ADVERTISERS 
Title Registered U. S. Patent Office 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 
H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 








OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
_3- Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 

The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit manu- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ‘ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
50c Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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THE DISPLAY MANUAL 


It is with a keen sense of pride that I, as author, 
and DISPLAY WORLD, as publisher, present THE 
DISPLAY MANUAL. We are proud of the vast 
wealth of material that is shortly going to become 
the common property of display managers and mer- 
chants and all aspiring to development in the art. 
Proud, because THE DISPLAY MANUAL will be 
the means of breaking down, heretofore, closed doors 
of knowledge that have been closely guarded by 
jealous individuals. Individuals, who, because they 
thought they knew a little more about display than 
their less fortunate compatriots, closed tightly their 
window blinds and contributed nothing towards the 
advancement of their profession. 

We are not pointing a finger of accusation at any 
individual when we make these statements. Rather, 
we are pointing THE DISPLAY MANUAL at every 
individual who is interested in display craftsmanship 
and saying, “Here is the book that will establish a 
definite foundation for display practice. Definite, be- 
cause it breaks up seemingly complicated theories into 
fundamentals that can be applied by everyone—ap- 
plied whether the display is of groceries or ready-to- 
wear, hardware or silks.” 


WHY SHOULDN’T WINDOW DISPLAY BE 
AN ART? 


Those are broad statements, aren’t they? But 
why not? Why shouldn’t window display be an art? 
We have said it was for a long time, and THE 
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DISPLAY MANUAL establishes the fact. THE 
DISPLAY MANUAL proves that the merchandising 
of every display evolves around a set group of p-in- 
ciples and fundamentals. Proves that display work 
is an art and not just a “jack of all trades” job. Proves 
that there is a reason for everything in display ind 
makes it possible for a displayman, for the first tine, 
to knaw what he is doing and to stand on his _ eet 
and shout his knowledge to the skys without fear of 
contradiction. 


A UNIVERSAL DISPLAY LANGUAGE 


With a common display knowledge, with a uni- 
versal language, cooperation in displays can be ex- 
pected. Once the other fellow can talk the same 
language, conversation will be easy and speech will 
become interesting and profitable. Once individuals 
have nothing to hide, success in display will be 
assured. We have our art guilds, our architectural 
leagues, our advertising clubs, why not a real display 
organization? Cooperation will start the ball rolling 
and once it gains momentum it will carry on auto- 
matically. Display needs cooperation, and if THE 
DISPLAY MANUAL can become the means of estab- 
lishing display identity on a common ground, happy 
indeed will those responsible for it be. 

Don’t think that our job has been easy, or that we 
just threw a bunch of material together and called it 
a book—that’s just exactly what we didn’t do. It 
would be too long a story to tell the reader the actual 
development of THE DISPLAY MANUAL. The idea 
was born over 15 years ago when the author dis- 
covered that not one displayman, whom it had been 
my privilege to work with, could actually tell why 
they did a certain thing a certain way, or why another 
way wouldn't be just as good or better. 


THE LACK OF FUNDAMENTAL DISPLAY 
KNOWLEDGE 


The appalling lack of simple and fundamental 
knowledge on the subject of display had a very defi- 
nite effect on my mind, the reaction of which estab- 
lished the first J. C. Penney Co. display school four 
years ago. This school was conducted in New York 
City, and while tremendously successful, was far from 
the efficient means of display expression that I had 
set as my goal. Two years followed, during which 
time a concrete working plan was evolved. Every- 
thing pertaining to the subject was studied. Every- 
one, who by actual contact of display work knew 
display work, was questioned. Yet it remained for the 
author to break up this information into fundamentals 
and establish the rules governing merchandise preset- 
tation in the show window: Rules which covered every 
phase of display work. Rules that pertained to all 
lines of merchandise alike. 

The result of the J. C. Penney Co. school training 
is well known to merchants having stores in towns 
from which a Penney man attended one of the classes. 
The greatest compliment (regarding the school work) 
came in the form of criticism, inasmuch as the Pet- 
ney company was losing managership material by 4 









tr 


pu 
pi 
tai 
cel 
dis 
tr 
vit 
ha 
sin 
it | 
ma 
cer 
ate 
eac 


TH 


in 

wat 
wot 
Nu 
sub 
pre: 
the 

PL: 
trar 
were 
in n 
out 

enta 
func 


will 





l uni- 
ye eX- 
same 
h will 
iduals 
ill be 
ctural 
isplay 
olling 
auto- 
THE 
estab- 
happy 


hat we 
illed it 
lo. It 
actual 
he idea 
or dis- 
d been 
ll why 
nother 


LAY 


mental 
ry defi- 
. estab- 
ol four 
vy York 
ar from 
+ I had 
; which 
Every- 
Every- 
k knew 
for the 
mentals 
presen- 
od every 
d to all 


training 
n towns 
classes. 
y1 work) 
he Pen- 
ial by 2 








June, 1931 





dising of displays, and his being enticed away from 
a Penney store, offered more money and given an 
opportunity to really follow window work in the 
enploy of a competitor. These examples, in many 
i: stances, came from men who did not have or show 
particular adaptability for display work. 


THE MANUAL’S CONTENTS 
THE DISPLAY MANUAL contains over 30 


ciapters. It gives displaymen definite reasons for 
merchandise presentation and very clearly, by means 
6: charts, pictures and graphic illustrations, points 
out each fundamental and establishes its identity. It 
tells why certain goods can or should be merchandised 
ccrtain ways. It speaks, definitely, on matters per- 
taining to the reasons for this or that in display, and 
gives the displayman a yardstick with which he can 
measure the faults in his or other’s windows. Measure, 
not from a standpoint of ignominious judgment, but 
from a standpoint of critical survey and excellence in 
display craftsmanship. 

Over 400 illustrations illume the text. Each illus- 
tration has been placed in the book for the definite 
purpose of explaining certain fundamentals. Each 
picture portrays, a little clearer, the reason why cer- 
tain methods are employed in display work, or why 
certain rules are better than others for the merchan- 
dising of goods. There is not one unnecessary illus- 
tration. There is not one picture that does not have a 
vital bearing on display work. We, in no instance, 
have placed a group of window pictures together 
simply because we wanted to pad the book and make 
it larger. In fact, the reader will probably wish, in 
many instances, that we had used more examples of 
certain fundamentals than we have—but we deliber- 
ated on each chapter and feel that we have illustrated 
each point adequately. 


THE DECISION TO PUBLISH THE MANUAL 


We have not gone at the publication of this book 
in a haphazard manner. DISPLAY WORLD has 
wanted, for a long time, to sponsor a book which 
would silence the crying need for display knowledge. 
Numerous displaymen had been approached on the 
subject, but until THE DISPLAY MANUAL was 
presented nothing, which in their minds would prove 
the equal, had been presented. 

And don’t think that their decision on THE DIS- 
PLAY MANUAL was the final one. Quite the con- 
trary. A number of outstanding display executives 
were consulted when THE DISPLAY MANUAL was 
in manuscript form and each man approached, with- 
out exception, marveled at the clear and concise pres- 
entation of the subject. And were astounded at the 
fundamentals the book reveals. 


THE NEED OF THE DISPLAY MANUAL 


We are confident that THE DISPLAY MANUAL 
will answer the need of display knowledge. Confi- 
deat that it will serve to enlighten displaymen and 


DISPLAY 


man’s return from a school, his exceptional merchan- 
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merchants alike---so confident that we will gladly re- 
fund the cost of the book if the recipient is not satis- 
fied. Confident, because those who order THE 
DISPLAY MANUAL will do so because they are big 
enough to realize that “displays are changing” and 
that they want to know why. 

Such is THE DISPLAY MANUAL. From the 
oldest displayman to the newest fixture boy, it is 
needed. From the smallest merchant to the largest 
department store it can be used. It should prove a 
factor in establishing display as a scientific selling 
medium. 





DISPLAY EXECUTIVE CLUB 


Chicago displaymen have inaugurated a new club to be 
known as The Display Executives. Twelve displaymen from 
Chicago stores form the nucelus around which the club idea 
will be formed and built. This group of men wi!l meet the 
second Tuesday of each month at 6 o'clock in an informal 
rourd table discussion on topics selected by the chairman and 
co-chairman one month in advance. 


The purposes of the organization are given as promoting 
and sponsoring all activities which, directly or indirectly, con- 
tribute to retail sales through the media of display. They 
will establish systems. for display expense control, organiza- 
tion and management so that intelligent comparisons may 
be made with a view to increasing the operating and sales 
efficiency of the display function. They will strive-to elevate 
the standard of display personnel by cooperating with the 
Chicago Displaymen’s Club and the I. A. D. M. through their 
educational channels. The new club, however, will not be 
affiliated with either the Chicago Displaymen’s Club or the 
LAD: Ma 


It is planned to limit the club’s membership to those in 
charge of large departments concerned with such problems 
as budgeting, merchandising, store planning and manage- 
ment. Visiting out-of-town display directors are invited to 
attend the meetings and to schedule their trips to Chicago 
so that this can be done. 


A rotating plan whereby every member will eventually 
serve as chairman has been adopted. Each month the chair- 
man will select his co-chairman, who will become chairman 
of the subsequent meeting. The topic, together with six or 
more pertinent questions, will be mailed to members two 
weeks in, advance so that they may prepare to participate in 
the discussion. 


Mr. Oehler, display director, Wieboldt Stores, was the 
chairman for the first meeting. Mr. Richter was co-chairman. 
Their subject was “Display and Fashion Coordination.” 
Among the questions answered were: 


What is a stylist? 

Should the display department have its own stylist who 
would coordinate general fashion plans with display? 

If not, what relation and sub-ordiration should exist be- 
tween the general style bureau and the display department ? 


Should the stylist take a physical part in the selection of 
fashion display merchandise or shall her function be reserved 
to training displaymen and supervising fashion correctness of 
display? 

How important is the stylist in the popular priced store? 

What about men’s fashion displays? Are we doing an 
effective job of display promotion in this field? 

The membership now consists of William Campbell, Car- 
son, Pirie Scott & Co.; J. H. Richter, The Fair; L. S. Janes 
and A. E. Johnston, Sears, Roebuck & Co.; A. H. Kagey, 
Mandel Brothers; W. L. Stensgaard, president, W. L. Stens- 
gaard & Associates; D. Pollari, Chas. A. Stevens & Bros.; 
Carl V. Haecker and Carl Balcomb, Montgomery Ward & 
Co.; J. D. Williams, Williams-Marshall Display Co., and 
H. C. Oehler, Wieboldt Stores. J. W. Foley, executive secre- 
tary of the I. A. D. M., has consented to serve as secretary- 
treasurer. 
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—Bruce Phenix, Perkins Bros. Co., Paris, Texas, arranged this interesting displa 
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—Readapting the clothing display to fit an 
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—Chart of standardized fixture drawings— 


Have You Tried to 


RE ADAPT 
An Outstanding Display? 


HE drawing on this page illustrates the floor 
plans for standard equipment, and the key 
to the diagram is as follows: (1) Garment 
or waist stand; (2) accessory stand; (3) tee 

or drapery stand; (+) shirt or easel top stand; (5) hat 
stand; (6) shoe stand; (7) costume, waist, coat or shirt 
form (in this instance the indication of each form is 
very simple—a circle with a line drawn through the 
center from side to side—and you are not likely to con- 
fuse the different forms. For instance, you will not 
use a coat form in a ready-to-wear window, and you 
will not use a waist form in a shirt display. The differ- 
ence between the waist and costume or shirt and coat 
form would be made in the size of the circle—the largest 
circle, the largest form) ; (8) pedestal and display board ; 
(9) boys’ and girls’ wax and leg forms. (The position 
of the line drawn through the fixtures represents its 
angle in the window. Angles are determined by paral- 
lel: and diagonals or straight and right and left angles, 
right and left angles being 45 degree bisectionals from 
parallel.) If you study these and the following set-ups 
you will notice that only four fixture angles are indi- 
cat'd in the set-up drawings. The original displays 
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SAVE 10 YEARS 


... train 6 months at 


MacLeod Institute, New York 





Daves MacLEOD, with a 


faculty of twenty-five display experts, has 
been teaching Scientific Display Merchan- 
dising in New York City, the world’s style 
and merchandising center... Mr. MacLeod 
has been a display merchandising expert 
for the past twenty-five years... Lecturer 
and instructor at New York University, the 
Y. M. C. A., Advertising Clubs, Department 
Stores, Conventions, High Schools, Display 
Counselor to National Advertisers and Ad- 
viser on Vocational Training... These 
Resident, Extension and Correspondence 
Courses are now ready for the young 
men, young women, merchants, window 
trimmers, advertising men and women, 
small shop owners, and all who desire to 


earn DISPLAY MERCHANDISING 


The MacLeod Method discourages imita- 
tive design; it develops the student in crea- 
tive skill... MacLeod Institute Scientific 
Display School, Inc., is not a “window 
trimming school.” It is definitely a vocation- 
al school of specialized training founded 
on scientific principles which have received 
the approval, for over 25 years, of leaders 
in the greatest city in the world, New York. 


The MacLEOD Method of Scientific 
DISPLAY MERCHANDISING 


is the only course which teaches every branch 
of display in all its forms adaptable to every 
type of merchandise... Write for information 


MaeLEOD 
INSTITUTE 


SCIENTIFIC DISPLAY SCHOOL, inc. 


(All our courses, copy and advertising is copyrighted, 1931, MISDS, Inc.\ 


246 EIGHTH AVE. NEW YORK CITY 


RESIDENT, EXTENSION AND CORRESPOND- 
ENCE COURSES FOR MEN AND WOMEN 




















DISPLAY WORLD 


















th 
an 
isl. 
a | 
en 
qu 
sel 
tio! 
pla 
onc 
qui 
you 








lise 


In 


tion 






—An R. H. Macy display. Silks are shown and a window that is utterly different from the average display of fabrics 


has been created— 






































wou 
othe 
ever 
back 
sible 
back 
I 
an 11 
this 
effec 
woul 
the t 
small 
millir 
centel 
the el 
of th 
windc 
In 
fit vo 
month 
use st 
and fe 
in the 
silk di 
cotton: 
until f. 
Thi 
as for 
smart ¢ 
be usec 





























Thi 
Bros, ( 
Phenix. 
of tl ee 
a8 you 





















—Readapting the silk display from its original straight window to an “L,” center and island window— 
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might not have followed the angles given in the set-up 
drawings, but in each instance we will straighten up the 
angies and show only the four angles or those of the 
four that should be used. 

‘'t isn’t always possible to suggest in the fixture 
drawing of the original display the same size window, 
bec:use in some instances the original display is much 
larver than the average show*window. The size window 
tha’ we try to confine our drawings to is six feet deep 
and twelve feet long. Should your window be a center, 
islaid, L, or straight, be a little deeper or shallower, or 
a little longer or shorter, the problem of condensing or 
enlirging the set-up to fit your requirements will be 
quice simple. We feel that if you will familiarize your- 
self with the original display and set-up, your adapta- 
tio: will follow quite easily. The first two or three dis- 
plays might seem rather difficult for you to readapt, but 
once you make a creditable readaptation, once you ac- 
quire the nack, vou will be surprised at the ease whereby 
you can adjust the trims to fit your fixtures, merchan- 
dise and windows. 

We don’t expect you to reproduce the backgrounds. 
In fact, we will seldom mention them in our descrip- 
tions. In practically every instance the backgrounds 
would be too expensive for duplication by any store 
other than those having a large display budget. How- 
ever, there is nothing to prevent you from using the 
background idea and reproducing it as closely as pos- 
sible. Better still, however, is the use of an ensemble 
background panel. 

3uild your display around a set of three panels or 
an individual panel. In the three displays readapted 
this month, a set of three panels could be used very 
effectively in the clothing display. In that instance you 
would use a large panel in the center of the window and 
the two smaller panels on either side. An individual 
small panel could be used in place of the mirror in the 
millinery window; while a set of three panels with the 
center panel cut in half to form two small panels, or 
the elimination. of the small center panels and the use 
of the large ensemble panel could be used in the silk 
window. 

In every instance you will adapt the merchandise to 
fit your stock and season. The clothing display this 
month suggests felt hats and Easter clothing. You will 
use summer clothing and straw hats, or fall clothing 
and felt hats should you duplicate this clothing set-up 
in the fall. Flat crepe was displayed in the original 
silk display. You would probably feature wash silks, 
cottons, voiles, prints, etc., or you could save this idea 
until fall and use woolens. 

The millinery set-up could be used for shoes as well 
as for millinery. Should shoes be used, a group of 
smart accessories or a small, neat group of shoes could 
be used in preference to the group of hat boxes. 


Window No. 1 


This interesting clothing display appeared in Perkins 
ros. Co., Paris, Texas, and was installed by Bruce 
Phenix. It is a good presentation from the standpoint 
of the ensemble and the color grouping idea. The trim, 
aS you will notice, has been divided into three groups, 
‘ach group consisting of two forms and a group of 
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Largest 
Mechanical 
Elephant Ever 
Built. Will be 
shown at our 
Booth—Boston 
I. A. D. M. 
Convention 





America’s Outstanding 
Creators of Mechanical 
Display Sensations 


invite you to visit 
their display exhibit 
at their 


Studios in New York City 


to and from Boston 


We will also Exhibit at the Boston 
I. A. D. M. Convention—June 15, 16, 
17, 18—in the lobby, Hotel Bradford. 


Messmore & Damon 
404 West 27th St. New York City 











June, 1931 


DISPLAY WORLD 


Juiic 


acce 
chit 

Calic 
the 


low! 
prep 
chin 
nes! 
price 
chee 
displ 


the f 
in at 
those 
ang l¢ 
bes: 


lt 
duce 
York 
and ; 
The 
featu 
the fi 
figure 
tume: 
figure 
rally, 
extre 
want. 

A 
to we 
wind 
turne 
centel 
was n 
up. 
be ne 
and re 
the p 
backg 
center 
with 1 
about 

a 


sories 





We could not identify this trim, but its reproduction will assure its reproducer an out- 


—Millinery comes into its own. 
standing display— 
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—Readapting the millinery display to an “L,.” center and island window— 
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accessories. The accessories are ties, shirts, handker- 
chiefs, suspenders, shoes, gloves, hosiery, hats and 
canes. Notice the use of color. The dark suits are in 
the center of the window between the light groups. 

If you readapt this trim, check yourself on the fol- 
lowing: Are your angles correct; is the merchandise 
preperly ensembled; do heights balance; has the mer- 
chindise been pressed; is itS appearance on the forms 
net; are the coat sleeves stuffed or padded; are the 
price tickets in their proper places? Your failure to 
check any of the above is likely to result in an inferior 
display. 

It will be necessary for you to check the angles of 
the fixtures very closely should you reproduce this trim 
in an island, center or “L’’ window. It is necessary in 
those windows to change the positions of the groups or 
angles in the groups to conform to the glass line for the 
best display presentation. 
















Window No. 2 


[t would certainly be wonderful if you could repro- 
duce the silk display as it appeared at Macy’s, New 
York City. The trim was most interesting from style 
and silk presentation. It is different and it caught on. 
The trim itself is extremely simple; the only difficult 
feature would be in the duplication or reproduction of 
the figures. However, any style magazine will suggest 
figures, that could be duplicated, and, so far as the cos- 
tumes are concerned, the original trim used cut-out 
figures, the colors being painted on the board. Natu- 
rally, the figures and costumes are very sketchy but 
extremely effective, and that’s the kind of display you 
want. 

As in the clothing trim, it will be necessary for you 
to watch the angles in the set-up drawing of the silk 
window. In the center window the panels have been 
turned to the glass, while in the island window the two 
center panels are placed back to back. This placement 
was made due to the fact that the panels are not backed 
up. If you use this display in a center window, it will 
be necessary for you to finish the backs of the panels 
and reproduce two sets of figures, or cover the backs or 
the panels with fabric. If your island window has a 
background the panel placement can appear as in the 
center window, or you could make a circular placement 
with the end panels flush against the background and 
about two or three feet from the side glass line. 

This display could have been improved had acces- 
sories appeared in it. Therefore, be sure to use them 
in your reproduction. If you use the idea of the differ- 
ent costumes, appropriate accessories for each costume 
should appear as a smart accessory group in front of, 
or with, each panel. If you present one type of fabric, 
accessories appropriate for use with that fabric would 
appeir, or sewing supplies could be used. 




























Window No. 3 


The millinery display was received minus identifi- 
cation, so we cannot present its creator. We believe, 
howcver, that it is a Saks Fifth Avenue, New York 
City, display. They had, at one time, backgrounds of a 
neutral gray suede material identical with the back- 
(Continued on page 45) 
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LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 


2 DUANE STREET NEW YORE 











Detroit Displays 
(Continued from page 12) 

As a fitting tribute to the national exposition in Paris, one 
viewed, with interest, a splendid series of four windows. The 
background consisted of three separate panels; the right, a 
large poster effect pertaining to the exposition with the word- 
ing, “Exposition Colonial Internationale, Paris, 1931.” The 
center panel had painted cut-outs representing the native 
influence, such as Algeria, Martinique, Annam Somali, Sudan 
and Moor, while the left read, “French Colorial Influences.” 
This series consisted of smart groupings of merchandise, such 
as hats, sports frocks, beach togs and highly colored acces- 
sories. 

Real summer atmosphere was instilled in the clever show- 
ing of “Beach fashions of French-Colonial inspiration, vivid 
colors and brilliant stripes.” Here we viewed with envy the 
six mannikins lollizg on the shady porch with the sea in the 
distance. The distance was smartly amplified by placing 
heavy stucco arches against the window glass similating the 
exterior of the massive porch being used by the pajama-clad 
guests. The usual scenic embellishments, handy tricks in the 
displayman’s art, completed a display of charm and finese. 





Crowley-Milner Co. 
GOLEM WHATLEY “Presented the Bride of 1931.” The 
large corner window made a sizeable setting for the bride 
as well as for her three maids. Many palms, ferns, and roses 
with the necessary high cathedral tapers, made a lovely set- 
ting of dignity and attractiveness. The lovely bride in white 
lace was surrounded with two maids in sunny yellow with 
the third in rose pink, all gowred in like styles. The colorful 
series of background recently installed were made use of 
early in the month to promote the twenty-second anniversary 
sale. Large gold letters on a purple ground exclaimed the 
event in forceful manner. The general department store mer- 
chandise was displayed i: this window series, using the same 
care and technique and not crowding as in former sale fash- 
ion. One card said, “48 thousand Irish Linen Handkerchiefs 
—6 for a Dollar.” This novel display consisted of five size- 
able flower pots with branches, flowers and pots, completely 
made of dainty colorful handkerchiefs. 


B. Siegel Co. 

ITH Pete Bellaire directing the window displays, many 

seasonable groupings were shown. Summer sports 
apparel more than came to the front with many and varied 
schemes of presentation. Although the Derby was far-far 
away, an interesting appeal was made to the ladies by using 
three windows linked together with the customary white 
fence next to the glass. Posed near, some leaning against 
the fence were smartly clad mannequins seeming to be in a 
most interesting mode; either the race or perhaps clothes 
conversation was the topic. Green grass completely covered 
the floors and a ruscus hedge formed the back in cut forma- 
tion of cones, spheres, etc. A display of white tennis frocks 
in two windows used green felt screens with white tennis 
nets draped from the ceiling, also racquets and balls for 
ornamentation. 


The Ernst Kern Co. 

ERN’S, with Wm. Hooper directing, presented a complete 

set-up of twelve windows arou:d a single theme. With 
all of the clever backgrounds alike, namely, red, white and 
blue felt, the large center of white with side wings in the 
colors mentioned. 

Each center panel carried a very appropriate charcoal 
line sketch tying together the merchandise on display. In 


(Continued on page 65) 
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A Few Weeks Ago DISPLAY WORLD Received a Letter from a Utility Company in Which 


They Asked for Our Opinion of the Use of Color in Utility Displays. 
This Article Is Our Reply and Ray Martin’s 
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—Ray Martin can always be expected to do the unusual in 
utility displays— 


We do not know what you mean by your statement, 
“Should realism in colors prevail in our window dis- 
plays?” Inasmuch as your products are classified as 
utilities, 75 per cent of your displays undoubtedly deal 
with housewives and the interior of the home, and color 
in your displays must be correct. That is vital. 

You say that you have used any colors in the past 
that were pleasing and effective. A good idea, but were 
your displays realistic? A utility display should present 
its product to the customer as they might appear in the 
home. Naturally, realism in home furnishings should 
be paramount. (We can only speak of realism in this 
instance when an interior or home is reproduced.) 
Where decorative effects are used and the effectiveness 
of the design depends upon the bold treatment of color 
and composition, realism need not be considered. In 
fact, in these instances the more striking the display, 
the more modern the design, the more outstanding the 
color schemes, the better. 

When using photographic cutouts or figures, realism 
must be preserved or the display is likely to become 
ridiculous—i. e., picture, for example, the contrast of a 
girl of the gay nineties in a modern kitchen, or a modern 
girl in realistic reproduction in front of a display in 
which color is used in bold design, or a poster effect 
figure in front of a realistic reproduction of an. interior. 
We are not saying that such combinations have not or 
could not be made. They have been, but in most in- 
stances when the combination has not been harmonious 
the display has suffered. 

We believe you will find that your best displays will 
be those in which a certain definite display and color 
idea is followed, or— 

1. A realistic effect (a reproduction of a 
figure, an interior or an exterior in real life, care- 
fully executed and convincingly displayed). 

2. A simple design (in which color and de- 
sign are purely suggestive and interesting effects 
ire secured by design reproduction rather than 
“ealism). 

3. Bold color composition (in which color 
lays the dominant role and the display becomes 
pronounced through its presentation of modern- 
sm in composition, color and design). 
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We do not favor any particular method—rather the 
use of all three. By that we mean, don’t favor any 
particular method—use all three methods. Use idea 
No. 1 for a month, ideas Nos. 2 and 3 for another 
month, etc. Don’t decide upon a certain method and 
follow that method for months without variation. 
Change the character of the display and keep it differ- 
ent. This you can do by varying the effects. Why does 
the average crepe paper display fail to attract? They 
have color, they are bold in design, they are modern. 
Yes, but every crepe paper display looks like every other 
crepe paper display. It is an old idea, with no new 
thought. 


That is what you must watch. Just as soon as your 
display fails to attract, vary the menu, as it were. 
Change the decorative scheme, change the idea, change 
the color, and your displays will become interesting 
again. 





Readapting Displays 
(Continued from page 43) 


grounds in this trim and the windows were about the 
same size, but, if we are wrong in our guess and do not 
give the proper store credit, it is because identification 
was not available. 

This display is certainly different and exceptionally 
well planned and presented. Notice particularly the 
fact that the fixture angles are almost perfect, and that 
only one angle has been used (that of a left angle). 
Notice how the mirror and hat boxes are on the same 
angle of the hat stands, even though we have suggested 
the addition of a straight angle in our set-up reproduc- 
tion of the original display for angle relief. 

The set-ups in the straight and center windows are 
the same, except for a minor angle changes. The hat 
stands in the “L” and island windows have been spread 
out to occupy more space, and in the island window 
have been placed on a straight angle or parallel with 
the window front. The set-up can appear as it does in 
the other display, yet if you want to vary the treatment 
our suggestion is one way of doing it. 

The use of ribbon in this display as it is draped 
between the hat stands is very pretty but unnecessary. 
The creator of this display undoubtedly wanted to 
secure a concrete connection between the hat stands. 

Like the silk window, this display could be improved 
by the use of accessories. A customer viewing this 
window must buy hats. There isn’t another item of 
merchandise in the display other than the ribbon for 
her to look at (unless you consider the mirror, and that 
is a fixture and not a merchandise accessory). What 
is wrong with using accessories of bags, hosiery, shoes, 
gloves, jewelry and countless other items of merchan- 
dise interest ? 
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—This is the way Chase says it with shirts— 


ROUND the first of April the following letter was 

received across the editorial desk: 
“DISPLAY WORLD: 

“T am all pepped-up and have a big reason to be, 
but I am still able to wear the same hat. The reason 
—our town of Independence, Mo., which is just eight 
miles from Kansas City, has just had its annual Spring 
opening, during which event the displaymen match 
their wits against each other, and try to gain the glory 
of being the best displayman in town. This year each 
store was classified, the clothing stores were placed 
in one group, the drug stores in another, the depart- 


—Backwards or no—it’s an effective unit— 


ment stores in another. This classification made the 
event much keener as each store had a much better 
opportunity of winning a prize than when competing 
as in previous years, a drug store, for instance, against 
a specialty shop. 

“To make a long story short, I captured the prize 
for the department store, A. J. Bunschu, Inc., where 
I have been employed for the past few years. Then 
that was only a starter. I decorated a float which was 
awarded first prize and also merchandised the display 
for a hardware store, which won first place. Naturally, 
I feel quite honored 
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—A clothing display Ly Chase, A. J. Bunschu, Inc., Independence, Mo. Simplicity in merchandise presentation is quite evident— 
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“Tam a self-taught displayman and would appre- 
ciate it if you would allow me to send you photographs 
of my displays for criticism.” 

We wrote Mr. Chase and informed him that we 
would be very happy to review the pictures of his 
displays and criticize his work. Twelve photographs 
w-re received within the next few days and we must 
amit that we had to sit~sp and take notice. In so 
nny instances prize displays in suburban towns are 
very mediocre, but as you can judge for yourselves 
ai for a self-trained displayman, Chase’s displays 
ave way above par. 

Then the second event of importance happened. 
Daring the Second Annual Southern Display Men’s 
convention at Memphis, Loy Chase arrived the day 
before the convention. One of the officers saw his 
photographs, made him enter them in the photo- 
graphic contest, and he won second prize, men’s 
clothing group; third prize, men’s shirts; first prize, 
men’s underwear, and first prize, carpets and rugs. 





—What hosiery wouldn’t be proud to appear in 
a Chase display— 


It was with a deep sense of satisfaction that we 
criticized these displays; satisfaction in realizing that 
displaymen are still being born. We are going to 
watch Loy Chase’s development with a great deal of 
interest. He is a mighty fine chap, young in years, 
but old in experience, and he realizes with all his 
Success (success that would have turned the head 
of the average windowman of today) that his battle 
in displays has just begun. He realizes that one lov- 
ing cup or two or three blue ribbons does not stamp 
a displayman an expert and that the possession of 
such marks of distinction does not necessarily indi- 
cate that the owner has reached the top round in the 
lad‘ler of display. 

Loy will reach that top round, he will climb 
rapidly and when he gets there he won’t be running 
out of ideas because he will develop into a displayman 
tha: will create and not one that will copy. 
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MANNEQUINS—FORMS 


DISPLAY 


New and interesting designs that are 
originated for the purpose of producing 
attractive settings for merchandise, form 
and help the ideal selling window---a 
window that persuades of its own will--- 
“TO PURCHASE” and eliminates forced 
salesmanshfp” by encouraging good will 
in a free and natural manner---is a basic 
theme for the correct design of a suit- 
able display fixture for your store and 
its merchandise. 


At |. A. D. M. Convention, Boston 
See Booth 11 for new ideas. 
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HUGH LYONS & Co. Lansing, Michigan 


485 FIFTH AVE., 131f MERCH. MART., 
NEW YORK, CHICAGO, 
S52 CHAUNCY ST BOSTON, 


MEMBER "'NAT'L DISPLAY EQUIP. ASS‘N‘ 
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—Did you say “fishing supplies?’ This is the way 
they do it on the continent— 
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THE MERCHANDISE 


The merchandise being displayed will determine 
the setting. If bathing suits, a beach, lake, pool, 
or swimming scene will be reproduced. Sand, 
gravel, trees, rocks (depending on the scene) will 
be used in profusion. Or, an ensemble back- 
ground will be used and the scene merely sug- 
gested. If a_camping idea is being conveyed, 
cabin effects can be reproduced; or scenes on the 
trail can be suggested. Make your display 
suggestive or realistic. 

















IDEAS 











HOW TO DISPLAY 


It is just as important to associate the accessories 
that can be used with the merchandise being 
shown, as it is to associate the merchandise. 
Don’t use bathing accessories in golf displays, etc. 
There are plenty of items in the store that can 
be used for accessories in your sport windows. 
Bathing suits, for instance, can show sunburn 
lotions, beach caps, robes, blankets, slippers, 
glasses, games, chairs, toys, magazines, lunch kits 
and similar accessories. 
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—An interesting way of showing sport clothes, golf 
being the subject— 


and « « 
How to 
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—Arnold Constable’s present the appropriate sport 
accessories for men— 
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FIXTURE ACCESSORIES 


If you are going to show sport clothing confine 
your display to one line of sports, or associated 
sports. Don’t show bathing suits and golf wear 
in the same window unless the merchandise is 
displayed in separate units. Of course, the best 
merchandised displays of sport wear will be con- 
fined to a definite sport, like golf, swimming, ten- 
nis, camping, or some other sport. Make your 
display tell the sport, the customer doesn’t want 
to guess. 
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MERCHANDISE ACCESSORIES 


A number of different display methods are sug- 
gested on these pages. The most popular idea, at 
the present time, is to use an ensemble panel, 
like the one with just the word, “Sports” on it, 
and fill the blank space with merchandise just 
pinned to the panel. An effect quite similar to 
the men’s display on this page would be secured. 
If an ensemble panel isn’t used, the best display 
will be the one that most realisticly or most sug- 
gestively shows the merchandise. 
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—A display of fishing tackle as A. G. Spalding & Bros. 
show it— 
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SMART CARDS 


By HARRY G. WALKER 
Schienberg-Quicksilver Co., Wichita Falls, Texas. 











The Idea. , 


HE cards on this page 
are of the pen and ink 
type and are easier to 
copy than is usually 

the case with show cards. This 
idea in layout is good when a 
long detailed story is to be pre- 
sented. Such cards will prove 
tremendously effective inasmuch 
as they really tell the customer 
something definite about the 
goods. Copy like, “This smart 
new coat with sport features and 
the new pleated bi-swing back, 
$33 with two trousers. The coat 
can be used as a lounging jacket 
to wear with odd trousers this 


summer” can be employed. 


Cards of this type are particu- 
larly good if used to introduce a 
new merchandise line or a new 
product of style feature. They 
are tremendously effective when 
so used as they tell the customer 
a little more in detail the merits 
of the product. Instead of say- 
ing, “New Spring Suits,” the 
features of the garments are 
presented, and it has been proved 
that more shoppers actually stop 
and read such cards. 
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the lettering to a solid color, 
that is, if you try to reproduce 
the newspaper ads that I have 
worked out. The same copy and 
illustrations were used and a 
complete tie-up between cards 
and ads was secured. 


The Lettering. 


Pen and ink work was used 
exclusively on these cards. They 
were very easily made, as the 
drawing and lettering was done 
with lettering pens and India 
drawing ink. 














The Size Card. 


No particular size card is neces- 
sary. However, if a merchandise 
message, one that is readable, is to 
be presented, the card will neces- 
sarily have to be a little larger than 
the average. The cards illustrated 
here are approximately ten inches 
wide and eighteen inches high. 


The Stock. 


Any type stock can be used, as 
well as color, but it is best to con- 
fine the stock to a plain finish and 
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‘hen is a Display Program Complete 
(Continued from page 5) 





ne«s for the national advertiser—at a time when volume 
DE NNISON—When is a Display Program Complete? 
is xtremely important. It has been well said that THE 
B..TTLE FOR BUSINESS THIS YEAR WILL 
B! FOUGHT IN THE SHOW WINDOWS OF 
TI'E RETAIL STORES. 

[here is no stronger retail merchandising force than 
a «00d window display. No national advertising cam- 
pa :n featuring goods sold over the counter is complete 
wi'nout an effective tie-up between magazine, news- 
paer, radio, outdoor advertising and window displays. 
Thousands of people are walking the streets half-sold 
on a product who need but the urge of a good window 
insiallation to complete the sale. 

The American people are the most susceptible to 
the display urge of any under the sun, and they have 
never ceased to buy the things that become so appeal- 
ing in the shop windows. The advertiser who can get 
good installations is certain to be rewarded with a 
gratifying increase in volume—and by good installations 
we mean more than just decorated space. We mean 
displays that are built around an original selling idea 
displays that are dramatic enough to stop the passerby, 
human enough to appeal to him, and vigorous enough 
to urge him to come in and examine the actual mer- 
chandise. 

For help in planning displays of this type, and for 
assurance that they will actually be installed in the win- 
dows of the most desirable stores, the advertiser cannot 
do better than to go to the good window installation 
services. ‘The installation service represents one of the 
strongest, surest links in the entire promotional chain— 
the most assurance that every piece of window display 
material goes where it will positively increase business 
—in the dealer’s windows. For the advertiser it means 
a degree of control impossible to secure in any other 
way. 

Let’s consider for a moment the extent of the ser- 
vice that a good installation company can render the 
advertiser. Usually it may be classified under the 
following headings 








1: Planning Service —This includes taking 
the advertiser’s lithographed cards, together with 
his merchandise or dummy cartons, and suggest- 
ing attractive display arrangements. Installation 
companies will also recommend just the right 
type of crepe paper background, selecting colors 
and treatments in harmony with the entire dis- 
play. 

2. Contracting for Space ——The better instal- 
lation companies can arrange to install disp!ays in 
any type of stores, and in any desired territories. 
‘his feature of the service is especially important 
when the advertiser wishes to make an impressive 
smash and decorate a large number of windows 
a once. 

3. Warehousing of Display Material—This 
nieans fewer, larger shipments, resulting in no 
stall saving over individual packing and mailing. 
(Continued on page 69) 
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Welcome SPRING 
with 


MAHARAM 
FABRICS 


“The Choice of Display Managers 
from the Atlantic to the Pacific” 
OUR 1931 LINE ISSNOW READY 

Send for Samples Six Branches to Serve You; 














THE HOUSE OF SERVICE 


AHARA 


TEXTILE CO.,Inc. 


107 WEST 48™ STREET. NEW YORK 
BOSTON~CHICAGO -DETROIT-ST. LOUIS-LOS ANGELES 











Nat-Mat Showcard Board 


Frequent additions of new seasonal colors. 
A big range to select from; samples are 
free. 


Local Dealers in all principal cities of the 
States and Canada featuring quick de- 
liveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS 
4318-36 Carroll Ave., Chicago, II. 

















@® THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and Poster Artists 


Why pay more than $25 00 Will enlarge newspaper, maga- 
for a projector? Why ° 


zine, photos or sketches of 
7x7 inches up to billboard 
buy a projector that does not size. Reproduces colored pic- 
use standard lamps? tures in their colors. It’s easy 
Why be satisfied with a lens to make life size posters, cut 
that covers less than a 7x7 outs and background panels. 
picture? Why have a projector Simply place picture, switch 
that cannot throw every picture, on lights, focus to size wanted 
facing right or facing left, for and draw with pencil or brush. 
instance, in scrolls or dupli- Find out what similar lanterns 
cating panels? cost. The Brischograph sells 
for only $25.00 BECAUSE YOU 
BUY DIRECT FROM THE 
MAKER. 
Comes complete with switch cord 
and plug. 300 watts and Trans- 
bose Mirror with two pictures 
in position. 


Now in its fourth year. 


The Brischograph is the only pro- 
jector that uses. these advantages, 
so send for our booklet showing 
77 users. 


The Brischograph Co. 


92 E. Lakeview Ave., Columbus, O. 














ONYX-IDE PLATEAUX 
IDEAL FOR MODERN DISPLAY 


Come in vivid shades of red, blue, green and onyx. 
The colors have life and personality. They supply the 
needed touch which so many windows lack. The ex- 
tensions are chrome plated. We can safely say that 
they are rustproof, frostproof, acidproof, fireproof and 
most important, FOOLPROOF, being unbreakable. 
Descriptive circular sent on request. 

Get your order in now as we are behind in production. 


Attractive Proposition for Specialty Men 


CINCINNATI SHOW CASE & DISPLAY 
FIXTURE WORKS 
236 MAIN ST., CINCINNATI, OHIO 

































OTTONS and airplanes have had a tug-of-war con- 
test in Manhattan windows the past month. And 
the honors are divided, for both triumphed. What 
with the recent advent of the air armada of more 

than 600 planes flying over the city, stores have capitalized on 
the opportunity to go aerial in their appeal. And, with the 
National Cotton Week (June 1-6), stores have been focusing 
consumer attention. with novel and stylish variety of cotton 
fabrics and apparel. <A third tie-up much in evidence has 
been that of the International Overseas Exposition now cur- 
rent in Paris. Of course, purely seasonal appeals such as 
sports, travel, summer furnishings, etc., have not been neg- 
lected. 


Lord & Taylor. 

HEREAS nearly all the major stores have cooperated 

with Natioral Cotton Week, Lord & Taylor has probably 
performed the job more thoroughly. The latest series at this 
store is devoted to cotton (mesh in particular). The back- 
grounds were all a brilliant midnight blue. In the corner 
window, four mannikins were posed in front of a concave 
background bearing the legend, “The Young World Is 
MESH-Mad,” in raised red letters. A floor card told of 
Cotton Week. In each of the front windows, the background 
was set forward to create a shallow depth. A wide strip of 





—McCreery’s: Vita Ray display by Stevens— 
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—Lord & Taylor: Sport wear display by Wallace— 
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cotton mesh resembling a tennis net was inserted at a di- 
agonal as an integral part of the blue compo board back- 
ground. Both edges of the net were bordered with red bands. 
The captions were all in raised red letters, the silhouette 
mannikins being of white wood—some with hair painted in 
red, others with green hair. Another series specialized on 
summer evenings, with midnight biue panels and silver stars 
for background motif. A few captions were, “June Frocks for 
June Nights,” “Breaker White Will Be the Forward Color at 
Smart Beaches,” “White Rules the Waves on Nautical 
Nights.” A side window featured towels with the caption, 
“Ma-Sized Towels and Voluminous Capes Add Joy to Sum- 
mer Bathing.” 


Gimbel’s. 


cgi dominated a flank of six windows at Gimbel’s— 

the beach, the tennis court, the yacht, the golf links, the 
bridle path, each being staged. In the last named, a brown 
panel in front of a white hurdle pictured a map of the bridle 
path in Central Park. White and yellow crayon sketches 
indicated trees, lakes and the zoo. Ridirg clothes were shown 
with the legend, “Even Riding Has Changed Its Habits. 
Color and Color Contrasts Have Invaded the Conservative 
Ranks of Black and Brown.” Of special interest was a 

(Continued on page 67) 
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CHICAGO 
WINDOWS 


Maintain Theit Smart Appearance Despite 
Necessity for Showing Low Priced Goods 


By J. DUNCAN WILLIAMS 


‘an F it were not for the unusually low prices on so 
many items of attractive merchandise displayed in 
the windows, one could hardly realize that the 

- retail stores of Chicago’s downtown district had 

felt any pangs from the depression. Even the merchandise 

displayed at lowered price levels is so well presented in the 
majority of instances that one is more impressed with its 
style and appearance features than with the price. 

All this is of interest because it illustrates the fact that 
low priced merchandise does not necessarily have to be dis- 
played in “cut-throat” arrangement. “Cut-throat” displays 
are reflective of the institution as a whole, for wherever such 
methods are evident in the windows one usually finds the 
merchant, the merchandise and the merchandising policy of a 
like calibre. And conversely, the better type retail store will 
have characteristic window displays, dependable merchandise 
and a store policy in keeping, regardless of how cheap mer- 
chandise may be sold upon occasions. This is but another 
way of expressing a well recognized fact that stores have 
“personality” and “character” just as men have, or, as Elbert 
Hubbard once put it: “Every institution is but the shadow of 
the man at its head.” 


Charles A. Steven’s. 

HE island window at Steven’s had an exceptionally at- 

tractive display of miscellaneous but appropriately selected 
items of sportswear for women. The colors were bright, 
varied and well-combined, including lots of red, white, yellow 
and green. Ore unit group consisted of a red jacket worn 
with a yellow sports dress, red belt, fancy red shoes and a 
panama hat with a red band. Bathing suits and robes were 
presented in the two similar unit groups of apparel at the 
ends of the window. The atmosphere of outdoor sports was 
splendidly incorporated in this window by a red and white 
decorative awning drop exterding nearly the full length of 
the window. The awning was fastened to the front of the 
window above the transom bar, slanting downward and back 
to a point half the depth of the space, with a two-foot drop- 
flap. This arrangement gave a splendid effect from the front 
view, and an almost equally good effect from the rear. The 
atmospheric effect was further accertuated by a large red 
and white archery target, bow and arrow set, tennis racquets 
and balls, three life buoys, canoe oars, golf clubs and balls. 
The window as a whole had a smack of smartness quite in 
keeping with the fashion shown. Accessories were shown in 
the usual unit settings along the rear windows in the arcade. 

According to the style trends, as reflected in the several 
outstanding State Street store windows, red and white com- 
binations are dominantly favored. Green and white, yellow 
and white, and brown and white combinations are also 
represented. 


Carson, Pirie Scott & Co. 
CARSON, PIRIE SCOTT & CO. had three interesting 
‘ windows of cotton merchandise. COTTON COMES TO 
TOWN IN TWEED—LIKE WEAVES, was the copy on 
th: card in a window containing four drapes of piece goods 
in different shades of the same fabric. In the center of the 
Window was a single wax figure dressed in a smart frock 
m:de of the material used in one of the drapes. 
TIPS—ON THE COTTON ACCESSORY MARKET, 
Wes the copy on another card in a window of accessories 
luding jackets, collar and cuff sets, gloves, shoes, hose 


pe 
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and bags, all made of cotton materials. The window had a 
black carpet floor and black background consisting of a 
three-wirg screen covered with black moire silk, the center 
panel carrying these words made from cut-out cardboard 
letters: COTTON ACCESSORIES. 

A third cotton window, also of piece goods, had four 
drapes in different colors, green, lavender, peach and light 
blue, with one figure in the center wearing a white costume 
of the same material. The window card read: RICKRACK 
MESH—AN OLD FASHIONED COTTON IN THE 1931 
MANNER—85c YD. 

The other five Carson Pirie windows featured white frocks 
principally summertime styles, and more or less appropriate 
for Decoration Day. White tub silk frocks, hand-tailored, 
at $16.85, with delicate embroidery trim ard all white acces- 
sories, were displayed in one window. Another was an all 
white millinery window in which felts, straws, panamas, 
bangkoks and braid straws in small, medium and large shapes 
were shown. The window card reading: THE WHITE HAT 
VOGUE—A VERSATILE FASHION FOR TOWN OR 
COUNTRY. 

Marshall Field & Co. 

HE corner window at State and Washingto: Streets 

added its impression of the trend for red and white as a 
summer color vogue. Four modern mannequins were posed 
about this window, one in an all red chiffon costume with 
red satin shoes; another in white frock, red pumps, red velvet 
jacket and red sash. In between these were two figures in an 
all white costume, including shoes, the other in a red and 
white flowered chiffon with red shoes. 

An attractive window in the State Street front was that 
of a bathing suit and beach costume display. One figure 
wore a swimming suit, the other a beach costume of the 
pajama type. Beach robes, and other accessories were shown 
about the window. The background recess painting chronicles 
a surf painting, poster style, thus further enhancing the effect 
of the trim. 


Cutler’s Shoe Shop. 

wis its spacious open lobby type front, the windows of 
which are managed by Mr. La Gee, Cutler’s met the 

month of June with a new emerald green window background 

of felt. The back line of the side windows is broken here 

and there in semi zig-zag style. Panels, scaled to fit, were 

covered with the green felt and then set in place all around. 


The Fair. 

IVE ot The Fair’s State Street Windows featured mer- 

chandise in collaboration with “National Cotton Week” 
with recess ovals ard panels in the backgrounds done in 
silver leaf over which light green cut-out letters about twelve 
inches high spelled the words: NATIONAL COTTON 
WEEK. The balance of the window backgrounds were in 
ivory finish. Children’s wash suits, formal frocks, sports 
suits, sports dresses and piece goods, were the items of mer- 
chandise featured in the “National Cotton Week” displays. 

The feature window at The Fair, at the corner of State 
and Adanis Street, had a very impressive display of MAJES- 
TIC SUPER FULL FASHIONED PURE SILK HOSE 
AT $1.15, instead of frocks, which are generally shown in this 
space. A special background piece, covered with black, with 
projecting display shelves here and there in uneven size and 
line was constructed for this display. Cut-out letters of 
larger size reading: MAJESTIC SUPER FULL FASH- 
IONED PURE SILK HOSE AT $1.15 appeared above the 
eye-level on the black background and were easily readable 
from across the street. 


The Hub. 

HE Hub, store for men, had an exceptionally attractive 

set of windows for Decoration Day merchandise promo- 
tion. Smart looking, well executed and very appropriate felt 
picture posters in colors were used in frames against the 
background walls. This treatment enlivened the windows 
without in the least impairing or sacrificing the displays of 
summer clothing. Sports clothing, haberdashery, straw hats, 
shirts, ties, etc., were displayed. All articles bore price marks. 
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—Display by David J. Lautz, C. E. Longley Co. New 
Haven, Conn.— u 
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Display by Leonard W. Shearer, Miline & Choyce, Ltd., 
Honolulu— 
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M. Giles, Thorpe & Son., Macon, Ga. 
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—Display by A. Roeder, Wm. H. Block Co., Indianapolis, 
Ind.— 
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No. 74—FRANK M. LONBERGER Nat 
Display Manager, Charles Hudson Co., Quincy, III. S } At 
dist 
At 
S a youngster, Frank M. Lonberger, then work- ‘ter 
ing in a shoe department of a general store, a 
™ enjoyed helping the “window trimmer” with relia 
‘Solas ‘ ° . winco 
his work. (That is what they were in those Sl 
days—window trimmers.) But he didn’t consider Pas 
4” . ° . . vent 
entering the display field until after his return from natior 
overseas at the close of the war. "led 
His home being in the northeastern part of Kansas, Frienc 
i : : 5 ~ satisfa 
he was naturally interested in the Mid-West School 
re Oe oe 9,38 a BU. 
of Window Trimming and Card Writing, then at Kan- SIE, 
sas City, Mo. Upon receiving a good practical know- —A display of glass wear that sold over 100 sets in two Pearl 
ledge of display work at the school, he accepted a posi- days in Quincy— ‘oa 
tion with Cole Bros., Ft. Scott, Kansas, where he was instal 
ec . ervic 
employed for a number of years as displayman. Later The two pictures presented on this page are but 
he acepted the position of display manager for Ramsey examples of the type of work he is doing for Hudson's. w oA 
. r . ¢ - c av 
Bros., Pittsburg, Kansas. Here he remained for over Both displays produced a large increase of sales in each vertisi 
two years. respective department’s volume. CHE 
care . ° ° roi eS , ‘ 3 P St. T 
Then came Quincy, Illinois. The Kespohl-Moren- Frank finds the unit trim idea tremendously effective sce: 
stecher Company secured Frank’s services for two and uses it whenever possible. The idea, while not em- CHI 
, cps : ; : Sol Fi 
years, after which he entered the employ of the W. T. ployed in these two displays, can be used very interest- po 
Duker Co., of the same city. This concern sold to the ingly at Hudson’s, due to the size of their windows. It pa 
Charles Hudson Co., where Frank still controls the is a very simple matter to place two units in a window, CHI 
activities of display and cards. while three and even four have been used. a 
Metropo 
CIN( 
Ohio B: 
southerr 
EE 
519 | 
402 ] 
RES: 
COLU 
Columbu 
HAR 
Window | 
entire st: 
INDI, 
WE FUR 
LEXI 
LouIs 
LOUIS 
Mely: 
Servic 
MILW 
Place. W 
“ie — 
r F rs i MILWw 
—When Frank merchandises a window he plans a display that is sure to produce volume. This shirt display is but ead sir 
- S leas] < 
another example of a forceful Lonberger window— te 
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DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 


ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
dist’ buting and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 

BIRMINGHAM, ALA.—NALL & NALL. The oldest and largst dis- 
play service in the south. Three branches, covering Louisiana, Mis- 
sissippi, Alabama, Birmingham, New Orleans, Jackson. Twenty-one 
reliable service men. Ask any manufacturer about NALL & NALL 
windows. 








BOSTON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 


BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 


BUFFALO, ROCHESTER AND WESTERN NEW YORK.—Window 
installations for local and national advertisers. Ankerman Display 
Service, 212-214 E. Genesee St., Buffalo, N. Y 











CALIFORNIA.—Larger cities covered daily; country towns every 
i4 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street ° Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 
CRO AES 











_—. 


COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


_HARTFORD, CONN.—Advo-System. 38 Albany Ave. Complete 
Window display and house-to-house distribution services, covering the 
entire state. Try the Advo Service. Once—always. 

IN DIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 




















LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Mely . H. Myers, Mgr. Hundreds of choice window locations at your 
Service. “ASK ANY ADVERTISER.” 

MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
lace. Warehouse 184 llth St. J. Harry Bayley. 

MI. WAUKEE, WIS.—Stefan, Inc. The only organized window 
adveri'sing service in the State of Wisconsin—nationally recognized 


as lealers. Write for our book, “The Firing Point.” 
ee 
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MILWAUKEE, WIS.—Wisconsin Display Service. It’s the service 
of good will and experience that succeeds. Established 1921. L. T. 
LeCoss, general manager. 





NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchundised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. “Photo Checking System.” 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
pede have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—NALL & NALL, 823 Perdido St. The oldest 
and largst display service in the south. Three branch offices, covering 
Louisiana, Mississippi, Alabama, Birmingham, New Orleans, Jackson. 
Twenty-one reliable service men. Ask any manufacturer about Nall 
& Nall windows. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
A unique display service for national advertisers covering Penn- 
—— New Jersey and Delaware. Write for a list of satisfied 
clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
507 Nebraska St. A reliable service covering a productive market. 
Quotations upon request. 





ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 





SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





SEATTLE AITD WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 
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What Are the Display Service © ® 
@ @ @ and Window Advertising Co.’s Doing? § L 
AN OUTLINE OF OUR SERVICE : | 
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| to the people who pass the store and Co., P 
dependent upon the vital factor of store on 
location, visualizes goods to those who pertain 
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—The gathering of the Sun Advertising Company’s Southern 
California clan— 


Seemingly, the Sun Advertising Company, California win- 
dow display installation concern, continues their true reflec- 
tion from DISPLAY WORLD. The reflection, this month, 
however, comes from the south and consists of a photograph 
of the Southern California staff. 

The Sun Advertising Company, as their motto so appro- 
priately says, “covers the state.” They have offices in all of 
the principle California cities, Los Angeles, San Diego, San 
Francisco, Oakland, Sacramento, Fresno and San Jose. 

In the last few months the southern branches have in- 
creased their floor space to 7500 square feet. This gives them 
modern and roomy facilities from which their southern activi- 
ties are conducted. 





Max Gutkind, president and general manager, Universal 
Window Trimming Co., announces the removal of their offices 
from 664 East Livingston Averue, to 485 South High Street, 
Columbus, Ohio. 

June 13 to 20 is “Foot Comfort Week.” For that occasion 
the Dr. Scholl organization will use considerable newspaper 
ard magazine advertising and will install thousands of win- 
dow displays in the better class drug stores. 

Because of this “Foot Comfort Week,” the S. J. Hanick 
Co., Philadelphia, Pa., invited M. Shnapier of the Dr. Scholl 
Company to speak before their boys at one of their semi- 
monthly meetings. At these meetings, matters of interest 
pertaining to window display advertising in general and 
matters pertaining to current and future window display jobs, 
are discussed. This is done to make displays installed by 
“Hanick” tell the tale and make the sale. They always make 
it their business to invite representatives of manufacturers 
whom they cater to, to attend these meetings and talk to them 
about their own window displays and about window display 
advertising in gereral. 

M. Shnapier, who is known as the most conscientious sales 
Manager in the country and one who knows the drug trade 
thoroughly, talked to them for 90 minutes and every word he 
said was absorbed by every one present. This meeting, as 
usual, started at 8 o’clock sharp and lasted until 1:30 a. m. 

Refreshmer:ts, which included among other things, prod- 
ucts manufactured by their clients, such as Supplee ice cream, 
Brey ‘t’s ice cream, Nestles chocolates, San Georgio spaghetti, 
Coca-Cola, C. & C. ginger ale, White Rock Ginger Ale were 
servel, they also distributed Cremo cigars, Bold cigars, Ten- 
hyson cigars, Lucky Strike cigarettes, and Camel cigarettes 
(also products manufactured by their clients). 

A: this writing Mr. Hanick announces another interesting 
Meetiig to be held in the local plant of the Coca-Cola Com- 
Pany, May 28. At this meeting the Coca-Cola Com- 


pany’. district manager and his service men are going to be 
Prese it and will talk before their men. 
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Here's the 


pe money- saving way 
to buy card writers’ supplies 


ORDER BY MAIL 
FROM DAILY! 


If you could see the orders for 
‘Perfect Stroke’ Brushes and Sup- 
plies that pour into my office every 
day you would have to admit that 
there must be something mighty 
attractive about buying by mail from Bert 
Daily. 

I'll tell you what it is. Card writers and dis- 
playmen have found that they can save both 
time and money by ordering direct from Daily 
.. . and at the same time get better supplies. 





Speedy service, reasonable prices, unvarying 
top-notch quality . . . these are the features of 
Daily Supplies and Service that are putting 
more and more “orders to Daily” in the mail 
every year. And if your order isn't among 
them occasionally you are not finding out what 
real supply satisfaction can be. 


Send in an order. If you haven't my Catalog 
send the coupon below for one today. You 
owe it to yourself and your business to try the 
Supply Service that is the choice of the nation’s 
finest craftsmen. 


Bet L Dai 


he House of Pertict Stroke Brushes and Supplies 
126 TOIZO E.THIRDST. DAYTON, OHIO. 


SEND THIS COUPON FOR MY 1931 CATALOG 


BERT L. DAILY, INC., 
E. Third St., Dept. D, 
Dayton, Ohio. 
Please send me your 1931 Catalog-of “Perfect Stroke” 
Brushes and Supplies. 


MS er oo, rr ite a eae te ie SOE A ohm Jae 
City. os Pip CRN PCI. AERA |. eg er Beaton Re 
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Twinkle Twinkle Little Star 


(Continued from page 18) 

Of course, [ do not wish to suggest illness, but 
Jupiter, in the house of sickness, will cause money to 
be spent on health. ‘Therefore, negligees or lounging 
pajamas should be much in evidence. 

Children are very important, and their fashions will 
take the center of the stage. The Sun is in the fifth 
house, its natural position, and also the house of the 
children. It has no bad aspects. Money will be spent 
for toys, clothing and entertainment, and children will 
not be affected by the general depression. 

Sport clothes should be darker in shade, and red, 
brown and gray should be very popular. Also light 
colors, trimmed in darker shades, will be shown in bath- 
ing togs. Neptune is still in the earth sign, Virgo, so 
water sports will be popular (on land). Mars is in con- 
junction, which should shorten the beach costume, and 
Neptune will make them mysterious and alluring. These 
conditions can be separate or combined, quite a thrill 
for the seashore. 

Blue should be very popular for evening wear, and 
pastel shades are also in line. Touches of metal in shoes 
and accessories will be shown. Sagittarius, the horse, 
man, is ruling the tenth house, the community, with 
Scorpio on the cusp. Horseback riding should be very 
popular during the New Moon, but, too, there will be 
riding of surf-boards and aqua-planes. 

You may think that men’s fashions are being ignored, 
so we will sive them a little attention. Men, represented 
by the Sun in the fifth house, in conjunction with the 
Moon, (women), should have a colorful summer. So, 
men, gather your colors while you may. 

. Summer Solstice, June 22, Washing- 

ton, D. C., 4:35 a. m., E.S. T. 
Gemini, rising with Mercury and 
Venus in the twelfth house, will make 
light colors fashionable for daytime 
wear.. Also Gemini (the twins) and Pisces (the 
fishes), in mid-heaven, both double bodied signs, 
will make pajamas the most outstanding wearing ap- 
parel. Mars, square to this combination, in the fourth 
house, will bring criticism from conservative people. 
The Sun, in the first house, makes this the time to be 
individual. Experts should now be in demand to help 
in this expression. Darker colors will be worn in the 
afternoon, as Saturn is in the eighth house, trine with 
the Moon, and, as it is square with Uranus, there will 
be a tendency to contrasts. Evening wear will be of 


red and silvery green, and iridescent effects will be in. 


evidence, as Mars, Neptune and the Moon are at the 
Nadir, representing the evening. Silver, platinum, 
white gold and crystal should take the place of all other 
accessories. 

Pisces, the ruler of the feet, is in mid-heaven, and 
slippers and sandals should be very popular. Gemini, 
representing the hands and arms, is rising, and gloves, 
gauntlets and novel coverings for the hands and arms 
should make an appearance. Venus and Mercury are 
in this sign, so the hands must express beauty and 
grace, 
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“Jupiter, in the second house, will 
bring a great deal of profit to those who 
have made a profession of their wor‘, 
and, as it is sextile to the Moon, now is 
the time to make their personality court. 

Taurus is 6n the cusp of the twelfth house, so tlie 
unusual in the line of food will be popular. 

As to the Fourth of July, the Almanac says it will 
be a clear day, and Uranus, in the house of travel, 
means unexpected trips. Have your wardrobe comple:e 
and take along your first-aid kit, as Uranus, in this 
position, square with Saturn, who is in the house of 
health, can bring about its need. But, with our com- 
pulsory safe and sane holiday, why worry ? 





AT LAST—AN ILLUMINATED TIE STAND 


N illuminated necktie stand, finished in an attractive shade 
of light brown electroplated bronze, has just been intro- 
duced by the L. A. Darling Company, Bronson, Mich., manu- 


SSD ERT ERAN 





facturers of metal display fixtures. The reflector on this 
stand uses a standard type bulb which makes maintenance 
costs extremely low, and was developed and approved by L. 
C. Porter of the engineering departmer:t of the Edison Lamp 
Works, Harrisburg, N. J. 

The base is equipped with a canopy switch for easy ccn- 
trol of the illuminated feature. The tie bar top revolves and 
automatically centers itself in the standard so that the tes 
will be at all times in correct position on the display counter. 

This illuminated necktie stand is the very latest develcp- 
ment in display fixtures of this character. Its beautiful design 
and many features make it particularly adaptable for use in 
any store. Further information may be obtained by writing 
the L. A. Darling Co., Bronson, Mich. 
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Securing the Dealers Coopertion 
(Continued from page 11) 


men took their places outside agents’ stores to count the 
percentage of passersby who stopped to look, as well as 
those who went inside to buy. Others stationed them- 
selves inside the stores and kept a careful record of all 
lanip sales. Their findings were carefully tabulated and 
re orded. When the three months’ work of pre-testing 
wis finished, A. R. Hitchings, of the Forbes Lithograph 
C.mpany, who had charge of the work, compiled a com- 
prvhensive, detailed report which gave the performance 
record of each display, supplemented by actual photo- 
griphs of the windows and stores in which the tests 
hal been made. This was sent, together with all of the 
“dummy” displays, to the home office of the Edison 
Lamp Works at Nela Park. The report told the story. 
It gave no opinions, but, instead, presented the facts. 

As a result of this pre-testing, agents for Edison 
Mazda Lamps have this year the most resultful window 
display service that the Edison Lamp Works has ever 
offered. Each display has proven its power to bring in 
every dollar’s worth of lamp business that such displays 
can possibly produce. The complete window service, 
consisting of five displays, each one of which is accom- 
panied by appropriate side pieces, and one “live wire 
merchandiser,” is priced at $2.00, the same as that 
charged for previous display services of the Edison 
Lamp Works. Ingenious die-cutting permits the ac- 
centuation of featured portions of the display when the 
sleeve-shaped piece is fitted to the standard metal base, 
which is part of the service, and lighted. Each of the 
displays and side-pieces is lithographed in four or more 
distinctive colors. 

The first display of the series was distributed on 
February 1. The other pieces in the service are follow- 
ing at approximately two-month intervals. The recep- 
tion accorded the 1931 pre-tested window displays by 
our agents, and the extent to which they are being used, 
has convinced us of the merit of the pre-testing idea, 
which we plan to employ in increasing measure. While 
pre-testing involves extra pains and added expense, we 
have ample reason to believe that in the long run it more 
than pays for itself in increased business and retailer 
good will. 





BUSINESS IS GOOD 

HE L. A. Darling Company, Bronson, Mich., manufac- 

turers of metal display fixtures, have just reported a 25 
per cent increase in sales for the month of April over pre- 
vious months this year. Sales for May have shown a decided 
increase over April, and if the present pace is maintained a 
new high for sales in 1931 is expected at the Darling plant. 

This large increase may be attributed in part to the com- 
plet- new line of fixtures recently placed on the market by 
this comparzy. 





MICHAEL DAI APPOINTED DISPLAY MANAGER AT 
ROLAND’S 
‘ichael Dai has been appointed display manager for 
Rolend’s, a prominent women’s apparel shop occupying an 
enti > building at 11 West Thirty-fourth Street, New York 
“ity. Mr. Dai formerly headed the apparel display division 
lor fontgomery Ward & Co., at their New York City head- 
quar‘ers and was previously connected with the display de- 
Partnents of Franklin Simon, Larze Bryant and other promi- 
nent New York City apparel centers. 
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DISPLAY CARDS 


for Early Summer 


Art Poster Boards—in 
Tone on tone Crestone 
exclusive patterns. You 
need them for Spring and Summer cards. 


Easy working 
solid colors. 
Boards—in 


We want to remind every dis- 
and show card 
artist that many effective new 
boards, plain colors and pat- 
terned, have been added to the 


play manager 


Crescent Brand line. 
Send for 1931 Sample Book 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd. Chicago, U.S.A. 


Seasonable Cardboard Specialties 











The F'ountain Air Brush 


For Show Card and Sign Writers 
Kasy to Handle and in Order 
Ask Any One of 20.000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















Electric Window Turntables 


For Every Retail Window. Fully Guaranteed. Lasts Years—A Perma- 
nent Asset—‘They Sell Goods.”” Low Price—Cash Discount or Terms. 
MIDGIT MOTOR AND REDUCTION UNIT 
for display departments and manufacturers. Makes ee animated 

displays easy and cheap. Priced at only $25.0 
ELECTRIC WINDOW SALESMAN co., 
46 Cornhill BOSTON, MASS. 




















When writing advertisers please mention DISPLAY WORLD 
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Do Displays Need More 
ales Punch 


By W. L. STENSGAARD 
W. L. Stensgaard & Associates. 


HERE is e:tirely too much waste today in advertis- 
ing and display. The reason is that too many 
executives are not yet willing to admit that proper 
merchandise presentation is important. Too many 

~dead departments are carried along month after month. Too 
much out of season, out of fashion, merchandise is advertised 
and displayed in an attempt to move it. I do not mean to 
say that there should not be sale effort on old stocks, but I 
do mean to say that not enough thought is being given to 
what percentage of publicity space and money 1s used in 
selling old instead of new goods. More sales and profit will 
result if both display and advertising are used to sell what 
people want to buy, when they want it, at most reasonable 
prices. Many stores have already learned that lesson and do 
not permit windows or ads to feature any goods other than 
the classifications just named. The result—more sales—more 
profit, and in final less old goods. 


The vicious circle of getting rid of the old before you show 
the new wanted goods always leaves you with an increasing 
stock of the old. Not long ago I saw a store in the south still 
featuring heavy clothing in windows and departmestt. I in- 
quired why*not a showing of new light colors and fabrics such 
as were being shown by competitors. The reply, “Well, we're 
not going to show the new stuff for a week or two because 
we're still getting rid of a suit or two a day of winter mer- 
chandise and our winter stocks are heavy.” The result—the 
competitors get the start on the season, sell more goods, 
attract more customers, have the opportunity for more repeat 
business, and can carefully chart the trend so there need be 
no big hand-over. 


After all the task of successful merchandising seems only 
the job of getting the customer to want the article more than 
she wants the price thereof. Then we cannot deny the value 
of appearance—at the place where the actual sale takes 
place. Does it look as good as it did in the ad? Does the 
customer need debate as to value or utility? Was it mis- 
represented in the illustration? There is no need of exciting 
the mind of the customer in advertising if the display of the 
actual merchandise at the point of sale does not follow 
through. The fact should be that when the customer comes 
to the store to buy she sees the merchandise in even more 
attractive and appealing form than she had imagined, thus an 
immediate sale and no pressure talk by the salesperson is 
needed. 


Attracting Auto Traffic 


ISPLAY should attract the auto traffic—such traffic be- 
D comes a tremendous percentage of your buying public. 
Make a deliberate attempt to get the idea and sales message 
out to the street. If it is a big value, feature the price. The 
public judge quickly. Proper merchandise presentation re- 
duces sales resistance. There is no phase of store operation 
that offers greater opportunities for sales results than scien- 
tific merchardise arrangement and presentation. Make every 
square foot of selling space more productive, increase the 
average sales per square foot by better displays—don’t allow 
dead departments to stay in the store. Get every corner busy, 
make the out of the way places attractive, colorful and well 
lighted; then show things people want and watch the differ- 
ence in sales per square foot. 


WORLD 
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Turnover—Mark-Downs and Shrinkage 
> Saas problem of turnover, mark-downs and shri:kage is 
not all in the mistakes of buying. It is in the mistakes of 


selling; of displaying. A selling plan should precede eny 
buying plan—display should be the part of any good sell ng 
plan. By display I do not mean any haphazard show ng 
behind glass, I mean actual sketches of arrangement, w ‘th 
copy that completes the plan—and will sell? In making tat 
plan your buyers and merchandise people will find new .p- 
portunities to coordinate the selling efforts of mary depart- 
ments. You'll find that the buying, for instance, of wl ite 
dresses, needs white hats; a touch of color with sport shces, 
hose, etc. You may find some department has not planned 
for any such tie-up, then is the time to correct it. 

Then the copy—the arrangement on paper—is it forceful: 
does it have the purch; are your people enthusiastic about 
the plan? If so, it will go over. If not, revamp it or cancel 
it. There is no better place to find out how well organized 
your selling plans are than at the time you actually plan for 
merchandise presentation in the windows and departments, 
That kind of selling plan will accelerate turrover, reduce 
markdowns and produce profits. You say it takes too much 
time and too many meetings—taking the time to plan properly 
is money well spent. The lines of least resistance are to 
jump at or after sales without a plan—such usually means 
disappointment to the profit showing. 

It is easier to detract from the “value apparent” of mer- 
chandise than it is to design and plan that which will make 
the merchandise look more in value than the price indicates, 
People buy when they feel and see things they think are 
values. Why not spend a little more time making things 
look their best—it may allow you to even get a better mark- 
up with less sales resistance. 


Dealer Display Helps 


Ww are now in the era when the banker and manufacturer 

are anxious to help sell more merchandise. We have 
passed the time when the manufacturer felt his only job 
was making goods, and we find our selves in an age where 
selling plans actually precede manufacturing. The manu- 
facturer assists to create a demand for goods with_ national 
advertising—some dealers have at times thought they could 
do better with their own brands but this has been mostly 
theory. The mark-up may be a trifle more on non-advertised 
brands but the sales resistance is usually greater and the 
retailer in final analysis finds his selling costs more, there- 
fore, no more and usually less net profit. 

Manufacturers even want to go further with their help. 
They furnish display helps; it is true a tremendous waste 
has resulted because there has not been proper classifications 
as to types of dealer stores. The one type card or display 
poster has gone to all dealers. There are, of course, many 
more small and medium class dealers than there are larger 
stores, therefore, the helps are designaed to fit the need of 
the small dealer and broadcast to-all with the hope that a 
certain percentage will use it. This is being corrected. The 
reason it has not been corrected before is that the dealers 
themselves have not registered sufficient complaints. The 
manufacturer needs the retailer's help—at least his sugges- 
tions and criticisms which are constructive to the point oi 
making his advertising dollar do the best job. The retailer 
expects his customers to suggest or complain if they are not 
being served efficiently or courteously. He adjusts his poli- 
cies to fit the customer demand. Let the retailer be more 
constructive in his comment to the manufacturer or advertiser 
and his publicity and display helps will rapidly improve 


Display Vs. Advertising 


ETAILERS must realize that displaying merchandis? is 

like advertising—it requires a sensible investment. To 
have an ad each day costs money each day. In, display the 
appropriation usually resolves itself to a Spring, Fall, and 
Christmas showing. -This is not sufficient—displays eed 
properties, but most of all, sales punch. That means a siuall 
expenditure with most every display—this should be prop:2rly 
budgeted and planned. Displays are no different than adver- 
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Announcing... 





THE FIRST EXCLUSIVE 


DISPLAY AGENCY 


An organization devoted to assisting all who seek to improve the benefits 
to be derwed from scientific merchandise presentation at the point of sale. 


MANUFACTURERS — NATIONAL ADVERTISERS — ADVERTISING 
AGENCIES — TRADE AGENCIES — RETAILERS 


are constantly confronted with problems of merchandise display, the competition for space in the 
retailers’ windows or store, the necessity of eliminating wastes in production and distribution. 
rienced display planning will minimize such problems. 
This group of practical seasoned sales and merchandising executives are specialists in merchandise 
display—as associates are designers, copywriters, production, installation and display experts—therefore, 
a group of knowledge and experience unequalled in any other such service. 


Expe- 





ote 


LJ) 


Merchants, Sales, Advertising or Display Executives who see to dramatize such events as Anniversaries, Sales, 

Jubilees, Clearances, Contests, Seasonal or Christmas Displays, or want to add “Selling Punch” to Window or 

Interior Displays—will find the counsel of this group of great value. We like to work directly with your sales and 
display departments—write us about your Sales Promotion or Display problems. 





Se 





Write for our illustrated Booklet 
showing thirty new ideas for use 
of Felt Letters, Strips and Designs. 
; IT IS FREE 














Ls) 


Retail Display Executives who want to use feature displays on 
Nationally Advertised Merchandise may write us for information and 
photos of such displays as may be made available. 


W. L. STENSGAARD AND ASSOCIATES, Inc. 


Office & Showroom, 981-82 Merchandise Mart 


CHICAGO 








tising—they must have that sales punch put i-to them to get 
sales out of them. If displays were judged like other adver- 
tising, by circulation, and budgets for expenditures based on 
circulation at a cost even one-fourth that of your local news- 
paper rate, there would surely be more sales punch in most 
window and interior displays of merchandise. 

Windows should be used to sell goods that produce profit. 
Sometimes they should tie-in with ads—not always. Sales- 
people should at all times be familiar with goods in displays. 
The time of elaborate walnut-mahogany backgrounds is gone. 
Inexpensive settings changeable to the season are more prac- 
tical. Fabrics are used more and more for covering back- 
ground panels. The space above merchandise is being used 
more and more for the sales message or illustration, wh3 
not? There is nothing good about an ad or window that 
does not sell merchandise at a profit. No window should 
remain in over 24 hours that does not attract business to the 
department. 

In these months of shrinking sales and profits it, of course, 
becomes necessary to adjust all expenses. It is too easy to 
cut the display budget and allow only for mere upkeep and 
perhaps only half the usual light and even to be satisfied 
with less efficient help. I warn that such will be expensive 
measures for any store. I can point to the retail stores of 
America, who during 1930 made the best profit showings, and 
[ wll in these stores show you the best merchandise presenta- 
tions. The same is even more true this year. 


Displays Place 

D SPLAY has its place in ary manufacturing or retailing 

project only to the degree it can contribute to the net 
Prot of the user. It must rely entirely upon the intelligence 
anc ingenuity of the man in charge—in that respect it is not 
much different than other forms of advertising. Therefore, 
the irst essential investment is the man who can intelligently 
dire t the display policy as the management may direct. It 
is not mere mechanical action of putting merchandise on a 
Stan| behind glass that matters, but the planning of the mer- 





chandise presentation campaign. This requires equal intelli- 
gence to the hardling of any white space, layout and set-up 
of type for newspaper advertising. 

Most merchants have not yet realized that good displays, 
well planned and merchandised can sell more goods. Dis- 
play of merchandise has more undeveloped possibilities than 
any other form of advertising. It is high time that the mer- 
chant, advertising manager, buyer, and department heads, all 
insist on selling punch in displays, of proper supervision of 
displays. Displays, like advertising, have only one real pur- 
pose—to sell more goods at a profit. The right displays and 
display policy will even draw traffic for a store off the beaten 
path more consistently than any other publicity. Displays in 
the store and in the windows are exactly what we make them 
and no more. 


Sales Punch Behind Glass 

HIS, therefore, is a time when any retailer should expect 

to get more sales from his displays than ever before. The 
manufacturer will help with greater care and more intelli- 
gence, wherever the retailer will cooperate for more sales. 
Retailers should review their display policy—is it too aloft, 
or is it too junky—does each display tell an interesting fash- 
ion or utility story—is it complete—is it easy to buy from— 
are displays changed often—do they mean something to the 
public, or are they mere goods behind glass? 





WINDOW LIGHTING PIONEER DIES 


Augustus D. Curtis, president and founder of Curtis 
Lighting, Inc., Chicago, died suddenly on April 29 at Beverly 
Hills, Calif. His entire life was devoted to the development 
of scientific illumination and his company was well-known 
for its line of X-Ray window reflectors. Curtis Lighting, 
Inc., possibly did more than any other institution to bring 
about better window ard store illuminated and at various 
times published complete manuals on the subject, which were 
given wide distribution. 
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PRACTICAL 


CREDPE PAPER TRIMS 


By H. A. HARRINGTON 
Service Bureau, C. A. Reed Co., Williamsport, Pa. 
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—Crepe paper serves as an effective display background 
for Dr. Caldwell’s Syrup Pepsin— 


Window No. 1 
Nile green No. 131, sand No. 160, 





Color scheme 
flame No.*171. 

Front trim—Make a valance three-quarters of a 
fold wide of flame crepe, fluted edges, with nick-nacks 
in same. On each side, place a set of Nile green tubes 
spaced approximately six inches apart and in between 
these sets of tubes place vine treatments of Nile green 
as shown. 

Background—In the center of the background 
place a drape full width of sand crepe, edged with a 
set of Nile green tubes, placed a few inches apart. 
Between the sets of tubes place twisted streamers of 
flame and sand. On each side of the center drape place 
inverted drapes of Nile green placed as shown in the 
photograph. These are edged with a set of sand tubes 
spaced a few inches apart on each side. Between 
these tubes place twisted streamers of Nile green and 
flame. Centered between the drape and inverted 
drapes place three tubes, two of Nile green and one of 
sand, on each side as shown in photograph. The 
valance across the background is the same as the one 
in the front, excepting it is only a half fold wide 
instead of three-quarters. 


Flooring and balance of window.—Cover the front 
of the floor with Nile green fluted edge crepe paper. 
The back of the floor is covered with sand fluted edge 
crepe. Across the front place a twisted streamer of 
flame and at the ends place Nile green fluted edge 
rosettes. Along the sides and back place slashed and 
crinkled crepe of sand. 

In order to complete the front trim, place sand 
inverted drapes on a forty-five degree angle. Edge 
the inner edge of these drapes with Nile green tubes. 





Window No. 2 


Color scheme—Apricot No. 181, lupine blue No, 
146, light pink No. 121. 

Front trim—Make a valance three-quarters of a 
fold wide, of lupine blue, with nick-nacks in same, 
and place in the window as shown in the photograph. 
On each side place a set of light pink tubes spaced a 
few inches apart. In between these tubes place twisted 
streamers of lupine and apricot. 


Background—In the center make a panel, full 
width, of apricot crushed crepe, edged with a set of 
lupine blue tubes. Diagonally across this panel, place 
a set of light pink tubes spaced a few inches apart and 
between the set of tubes place lupine blue and apricot 
twisted streamers. Centered between the center panel 
and the outside corners, place a drape of lupine blue, 
full width, edged with apricot tubes. Now centered 
between these drapes and the panel, make four sets of 
lupine blue tubes spaced a few inches apart and place 
on the background as shown in the photograph. Be- 
tween these sets of tubes place twisted streamers of 
light pink and apricot. 

Flooring and balance of window—Cover the floor 
with apricot stretched crepe paper, fluted edges. Along 
the front place floral puffing of lupine blue. The 
pedestal treatments are covered with lupine blue 
drapes. The top slashed arch formation, which is 
placed half way between the front and back of the 
window, consists of lupine blue slashed and crinkled 
crepe. The addition of doilies in the display, adds to 
its attractiveness. Merchandise can be arranged as 
shown. Along the flooring, sides and back, place 
slashed and crinkled crepe. 





—A Roger & Gallet display in front of apricot, lupine blue 
and light pink crepe paper— 
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Save Money for Your 
Firm! 

For Sale or Exchange—Messmore & 
D:mon mechanical clown head with 
sjumning top; mechanical clown on 
boll. Both in good running order. 
Used last Christmas. Will send 
pliotos. 

Milton Hartmann, Display Manager 


Brager-Eisenberg, Inc. 
Baltimore, Md. 


NEW YORK OFFICE SERVICE 
You can now have a New York office at 
nominal cost. We have individual rooms 
or parts of rooms for rent in an impressive 
floor suite, including stenographic service, 
reception service and all facilities. Ideal 
location. MODEL OFFICE SERVICE, 
INC., 23rd floor, 401 Broadway, New York 
City. 





ME —Sideline. Display Photos, all 

kinds. Window Cartoons. Art 
Work. Male, female photos, 20 for $1.00, 
1000, $45.00. Cartoon Books, Novelties. 
Send cash, stamped, addressed envelope. 
Agents, dealers, write. Sex books, maga- 
zines, postcards, cuts, photos, bought, 
exchanged, developed, reprinted quantity. 
MEYER, GPO Box 471, New York City. 














SACRIFICE—IMMEDIATE SALE 
Embosograph Show Card Machine com- 
pletely equipped in perfect condition, little 
used, full font of alphabets. Ready to use. 
A genuine bargain at $100, or best offer 
taken for prompt action. 

MUNICIPAL STREET SIGN CO. 
299 Broadway New York City 


FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth,- 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 

















South Benton Way, Los Angeles, Calif. 








BE SURE TO) 
VISIT OUR 
SHOWROOMS: | 


To and From the Boston I. A. D. M. Convention 


Where You Can Find a Complete 
Exhibit of NEW and USED 


MECHANICAL DISPLAY ATTRACTIONS 


Figures, Settings and Novelties 


SOLD at a Fraction of Their Original Cost 
Save Money by Purchasing NOW for Various Events and for Next Xmas! 


METROPOLITAN DISPLAY FIXTURE CLEARING HOUSE, Inc. 


Telephone Write, 
Chelsea 127 WEST 24TH STREET, NEW YORK CITY Wire or Phone 
3-3272 Today 


WE BUY, SELL AND EXCHANGE NEW AND USED DISPLAYS OF EVERY DESCRIPTION 











above !/7 of cost. 
condition. Write for list TODAY. 


MESSMORE & DAMON 
404 West 27th St. 












MESSMORE AND DAMON’S 
Famous Mechanical Display Attractions 


We now have a number of used Christmas and Holiday 
Mechanical Display Novelties that will be sold slightly 
They are guaranteed to be in perfect 


New York City 





POSITION WANTED 


MacLeod Institute graduate wishes to gain 
actual experience in window dressing. Am 
studying show card writing at night. Will 
take any salary suggested. Address 
SOL LESSER, 
916 Faile St., Bronx, New York City. 








DISPLAYMEN, Display Services Sales- 
men and Selling Agencies, we have a very 
attractive proposition to offer in the 
handling of our complete line of quality 
window display and store equipment. 
Further particulars and copy of new 
Catalog “‘“G”’ upon request. The Cincinnati 
Show Case & Display Fixture Works, 232- 
240 Main St., Cincinnati, Ohio. 





























Detroit Displays 


(Continued on page 43) 





large blue cut-out letters, on this panel were the words, 
“Sports Clothes Make the Day.” This series of displays pro- 
moted in a forceful manner summer apparel, accessories, hats, 
sho.s, bags, pajamas and luggage. The men were not over- 
look-d, for with three windows, summer suits, sports clothes, 
hats and general accessories were shown with equal deftness. 
\Vith a few well-chosen fabrics and drapes a clever display 
Was improvised as the card said, “Pariners of the Evening.” 
The material chiffon velvet and chiffon were draped together 
In \.onderful effects ard suggestiveness for designing chic 
evering frocks. 
single figure surrounded on three sides with white felt- 












covered boards, gave this display its effectiveness for showing 
red, white and blue accessories. The !arge, dark blue cut-out 
letters on white background read, “Know Your Colors.” In 
this same fashion display the caption read, “Hurrah! for the 
Red, White and Blue.” 


Himelhoch Bros. 
IMELHOCH’S seemed to stress black and white in some 
fashion throughout the month. An all-white accessory 
window was deftly arranged on boards that were black felt- 
covered and displayed bags, belts, beads and handkerchiefs. 
A companion display of black and white said, “The Smartest 
Combinations.” These displays carry a very Frenchy atmos- 
phere, ultra-modern, in fact, in a class all their own. This 
is due to their clever director, Miss Phimister. 











Los Angeles Displays 


(Continued from page 13) 

result with a trip through the store. For instance, Bullock’s, 
at Seventh ard Broadway, are carrying out the holiday theme 
with the umbrella motif with the caption, “HOLIDAYS 
AHEAD.” At Bullock’s the interior displays receive the 
same amount of careful consideration in planning of detail 
that the windows enjoy and the umbrella screens are used 
as a motif throughout the store. One window on Seventh 
Street featured “perfo dot shoes” for sport wear. The setting 
was done in a modern block treatment suggestive of piling 
with an umbrella screen background. This window with its 
yachting atmosphere should produce its due amount of sales 
in sport shoes. 

In the next window were featured the wearwithall jackets, 
“that little rogue of a wrap that goes everywhere with 
everything.” This window has appeal for those who are 
young enough to count a depression as nothing compared to 
ownirg one of these wraps. The five figures all wear gowns 
~of off white with different models of the wearwithall in at- 
tractive shades. The figures are grouped in front of a carved 
pergola overhung with wisteria suggestive of moonlight. The 
mannikins carried harmonizing accessories, but attention was 
focused on the wearwithall. 


Mullen Bluett. 


ULLEN BLUETT are using the sport theme in a series 

of rather modernistic posters as backgrounds. It would 
seem from their displays that men are indulging in more 
and more colors and varied patterns both in pajamas and 
shirts. Many ties are shown in gay polka dots and figured 
materials. This store is also showing cool looking grey 
flannel suits with a hair-line stripe, braided sailors, white 
oxfords in combination with black or brown and smart ties 
against a country club poster. The display of leather novel- 
ties and luggage was shown against a poster suggestive of 
the ocean vovage, and so on. Throughout the entire series 
of windows the vacation theme prevailed. The merchandise 
is there and the subtle use of the modernistic posters sug- 
gests a complete summer wardrobe for every man. 


Desmond’s. 


ESMOND’S, on Broadway, are preparing for these vaca- 

tion days with a complete line of beach apparel. Although 
Desmond’s is primarily a man’s store, women go there for 
the smartest in sport wear. One especially attractive window 
features beach apparel and accessories for women. A saucey 
sun-tanned child holds the center of the stage, but what child 
could help looking pert in a suit of yellow and orange with 
tam to match. He stands arms akimbo carrying a huge rub- 
ber frog through one arm. The mannikin to the right wears 
the smartest of beach pajamas in yellow and brown linen. 
Her head is sheathed in a gypsy-like scarf in the same 
colors and she carries a smart bag with a zipper fastener. 
The other figure wears a yellow terrycloth coat over a light 
green suit and a sun hat of yellow and white striped linen. 


Robinson’s. 


OBINSON’S maintain and follow a conservative policy 

with the best merchandise available. This policy extends 
even to such utilities as kitchen equipment. The card in the 
window might have read, “The modern kitchen comes into its 
own.” <A black chart extended the full length of the window 
on which were displayed, at dignified intervals, kitchen de- 
vices for the modern home, each with an accompanying card 
designating the use and method of procedure. There were 
the latest in egg poachers, potato mashers, knife sharpeners, 
beautiful new lemon squeezers, a combination fork and spoon 
which simplifies the handling of hot vegetables, forty-two 
items in all. In the foreground on the floor were pieces of 
electrical equipment such as egg beaters, cake mixers, club 
toasters and waffle irons. Ona large placard were the words, 
“TIME AND LABOR SAVING DEVICES FOR THE 
MODERN HOME.” 
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METROPOLITAN DISPLAY MEN’S CLUB 
Reported by Victor W. Sebastian, Secretary. 

On Wednesday, June 3, the Metropolitan Display Men’s 
Club met for a final rally gathering to complete plans for the 
attendance of delegates at the Boston I. A. D. M. convention. 
The meeting was presided over by “Dean” Herman Frank: n- 
thal, B. Altman Co., being ably assisted by Vice President 
“Wally” Bill, display manager, Hecht Co. Quite a number of 
the members have signified their participation toward ‘he 
success* and attendance of this annual gathering of displ:.y- 
men from all parts of the United States and Canada. 

New members who attended the meeting were Maxwell 
B. Salt, president of the Excelsior Window Trimming Serv- 
ice; M. C. Leavitt and Harry Dean of the American Saf: ty 
Razor Company’s display division, who are active just now 
in window display promotion of their companies’ new “Gein” 
safety razor. 

Special plans that the Boston men have completed for 
entertaining the Metropolitan men and delegates from other 
cities were explained and assurance was given that attend- 
ance to the convention would be amply repaid for the time 
and effort expended in going there. 

A. Weintraub journeyed over from Levy Bros., Elizabeth, 
N. J., as did Robert Uhler of R. H. Murr Co., East Orange, 
N. J., and will be in the front ranks at the Boston convention. 





CHICAGO, ILL. 
Reported by Carl Haecker 

On May 22, the election of officers for the ensuing term, 
Chicago Display Men’s Club was held. This meeting was 
scheduled for a week earlier but was postponed on account 
of the jubilee celebration. J. H. Richter, display manager, 
The Fair, was elected president; A. E. Johnson, assistant 
display manager, Sears, Roebuck & Co., vice-president; Mer- 
rill Long, retail display executive, Montgomery Ward & Co., 
secretary-treasurer. Members of the I. A. D. M. can join 
the local club by paying the annual club dues of $2. Non- 
members of the I. A. D. M. may join by paying $7. This 
includes the I. A. D. M. dues. 

Carl Haecker, assistant retail advertising manager and 
director of displays, Montgomery Ward & Co., who served as 
president for the past year, said that one of the aims of ihe 
club would be to give its younger members a greater power 
of expression. One of the suggestions brought up at this 
meeting was to secure the interest of one of the universities 
or Y. M. C. A. in giving a course in display which would 
interest the average displayman. James W. Foley, executive 
secretary, I. A. D. M., outlined the program for the Boston 
convention in June. 





QUINTRELL TO REPRESENT DAYTON AD CLUB 

Everett Quintrell, display manager, The Elder & Johnston 
Co., Dayton, Ohio, will represent the Dayton Advertising 
Club at the annual convention of the Advertising Federation 
of America, Hotel Pennsylvania, New York City, June 14-18. 
Mr. Quintrell will arrive in New York Sunday, June 14, and 
will leave Monday night, June 15, for Boston to attend the 
I. A. D. M. convention. 





P.C. A.D. M. CONVENTION WILL NOT BE HELD IN 
LOS ANGELES THIS YEAR 

The following telegram was received just before DIS- 

PLAY WORLD went to press: “The Pacific Coast Associa- 

tion, of Display Men will not hold their 1931 convention in 

Los Angeles. Details of dates, convention city and program 
will be issued within the next few weeks.” 

ADRIAN DELSMAN, Secretary, P. C. A. D. M. 





CELEBRATES THIRTIETH ANNIVERSARY 
The Oriental Display Fixture Co. of 247 Varet Street, 
Brooklyn, N. Y., celebrated their thirtieth anniversary on 
June 1 at a special dinner attended by their various staff 
members and associates and guests. The popular disp'ay 
fixture concern has a customer list extending to varicus 
parts of the United States and was founded by Frank W:g- 
ner in 1901, who is still active in the business. Harry 

Wagner is general manager and designer of displays. 
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New York Displays 


(Continued from page 52) 


dovble-faced men’s shirt window. At least 120 shirts were 
disvlayed on individual silhouette head forms of brown com- 
po:ition board. These were tightly packed against the walls 
in numerous rows, like so many spectators at a ball game. 
Th: price, $1.39 was repeated twice in large white letters. 


Sa.’s 34th Street. 

“HITE canvas, laced to horizontal and vertical metal bars, 
V completely encased a number of the windows at this 
steve. Occasional sections of canvas were omitted to reveal 
glimpses of beach and bathhouse scenes with gay awnings and 
unbrellas. Bathing ard yachting costumes were shown. 
Earlier in the month their circular window had ten oval 
sh:dow boxes set in a solid background wall, each oval con- 
taining a hat especially selected for walking, riding, touring, 
spectator, town and other purposes. 


Bloomingdale’s. 

HERE was nothing lukewarm in Bloomingdale’s airplane 

gesture. Over fifty models were shown in their windows, 
dating from da Vinci’s orn:thopter and the first Curtis-W right 
model to the new Wright glider, the Fokker tri-motor, the 
autogiro and the DO-X. Air luggage was promoted. A sub- 
sequent series of nine windows had travel and sports as the 
theme. In five of them, guide-posts of white had finger boards 
reading, “Holidays Ahead,” lettered in red. The backgrounds 
were of white, each containing a color panel set at a tricky 
angle. This usually bore modernistic symbols of sports and 
travel in cut-outs. For instance, one suggested a mountain 
range covered with blue trees having red trunks. In the 
other four windows, “Holidays Ahead” was lettered on cir- 
cular crossing sigrals with bulls-eye red lights. Sections: of 
railway tracks were placed on the background at striking 
angles. 


Arnold Constable & Co. 

T Is Smart to Fly to Seashore, Country and Business.” 

This legend emerged in cloud-like lettering from a deep 
sky-blue background in one window. Six mannikins illus- 
trated six different types of sport and country costumes for 
Decoration Day week-end. A model of an autogiro, which 
was kept gyrating by means of a concealed fan magnetized a 
steady audience. In an adjoining window, a card informed 
the city at large that the season for “Daytime Dining and 
Dancing” opened with Decoration Day. Suitable gowns were 
worn by six mannikins, two of which reclined jauntily atop 
a cement roof balustrade, the others being grouped around 
tables. The background was blue with beams of light issuing 
from the tower of the Empire State Building. An excellent 
stunt just initiated by this store is that of utilizing the two 
long windows in the building formerly occupied by Bonwit- 
Teller at Thirty-eighth and Fifth. Woolard installed a bridal 
party in one and a general sports costume exhibit in the 
other. A large card in each read something like this, “We 
Borrowed More Windows in Order to Tell You About the 
Charm and Variety of Our Summer Apparel.” Smaller cards 
credited the chic mannikin figures to Schenker. It is reported 
that Arnold Constable is rurning 20 per cent ahead of 1930 
in sales so far. 


Notes at Random. 

HE clever moth banquet window installed last month by 

George Gilder, display manager, at the I. J. Fox fur shop 
to exploit their cold storage vault, has proved a “standing 
room only” success. I understand that while it was originally 
intended to remain only a week it will play a two months’ 
ersagement, later being used by the Boston shop. Another 
feziure of this display consists of the annual convention of 
the Brotherhood of Moths, which convenes in front of the 
Mc h Cemetery where the tombstones speak of violent deaths 
in cold storage vaults. Typical of the captions of those 
attending the convention is that of the presiding officer: 
“Brother moths, the purpose of this convention is to combat 
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our only enemy—cold storage. I arose from a sick bed to 
bring you this message. I am the only moth on record who 
ever entered the I. J. Fox Cold Storage Vault and lived to 
tell of it. And I only escaped with a bad case of double 
pneumonia.” This display, by the way, has been copyrighted. 

Jay-Cobbs, a retail dress shop, have shallow brass-rimmed 
display cases fastened to the exterior of their building. These 
hold small accessories and are tagged with bargain prices to 
lure the passersby. Often the cases have poster backgrounds 
and the items are arranged to simulate a regular window 
display. The current depression is teaching many stores one 
thing, i.e., the best way to sell merchandise is to display it. 
This store features in its windows the slogan, “Fifth Avenue 
Prices at Penny Profit.” 

Cosmetic windows at department stores strike a high level 
of excellence. Take the window at McCreery’s for Vita Ray, 
a facial cream referred to as captured sunlight. The walls 
were black, the floor a silver-gray. Against the rear wall 
was a square plaque with black sun rays emanating from a 
large silver ball on a white stone pedestal. The smart black 
and silver jars were arranged on suitable silver and black 
cabinet shelf units and in design groups on the floor. 

By way of novelty Ihle introduced at Franklin Simon’s a 
series of base reliefs which I think were sculptured from big 
blocks of soap. They were set in black niches at the center 
of square frames of gray and stressed sport motifs such as 
a woman’s head, a diving figure, a speedboat, etc. 

Solid tint backgrounds, a different color for each window, 
were appliqued with photostat enlargements of scenes from 
the International Overseas Exposition at Hearn’s. These 
were coordinated with suitable sketches of native French 
Colonial scenes outlined in crayons of contrasting colors. 





GAVENCKY ON CONSOLIDATED STAFF 

Frank H. Gavencky, an artist of national renown, has 
been appointed art director for Consolidated Displays, Inc., 
Merchandise Mart, Chicago. Mr. Gavencky will design all 
displays created and the entire production will be under his 
direct supervision. These displays in connection with the 
standard “desert window” displays which are now so popular 
will permit a wide range of creations covering the entire 
merchandising field. The plan is to make it possible for 
every store to have distinctive backgrounds and displays to 
meet the particular requirements of the merchandise featured. 
A. W. Komarek, president of Consolidated Displays, is plac- 
ing at the disposal of the organization the benefits of his 
successful accomplishments in other business endeavors in 
Chicago. 





IMPROVED PARADE SHEETING 

In the Chicago Jubilee Parade appeared several novel 
floats distinctively different in material and design from the 
conventional floats we have seen during the past twenty years. 
These floats were covered with Adpack corrugated sheeting, 
a new float covering introduced by the Adler-Jones Co., 651 
South Wells Street, Chicago. This material has a corrugated 
surface and is faced with satin finish crepe paper and backed 
with a soft flat white paper which will not damage the finish 
of any automobile. Adpack is made in rolls of ten yards in 
length and in two widths, twenty inches and forty inches, is 
flexible and easy to cut, and can be had in fourteen beautiful 
colors. This new material is also suitable for many display 
uses. Write for the new circular of parade materials issued 
by this company, which shows Adpack and many other float 
materials. 





SCHACK’S NEW FALL CATALOG 

It is claimed that Schack’s new book of fall decoratives 
is the best and most complete catalog of its kind ever issued 
by that company. Twenty-four pages in four color process 
printing depict many display ideas in a most pleasing and 
natural manner. Every page contains new, original and 
novel decorative suggestions for window and store interior 
decorations. Every displayman and merchart should write 
for a copy-of this new helpful book. Address Dept. D-1, 
Schack Artificial Flower Co., 319 W. Van Buren Street, 
Chicago, Il. 
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First Impressions 


(Continued from page 16) 


things that looked sort of bad, and among them—well, 
we found a sign on a sales girl that said, “Don’t dis- 
turb.” We found, “Please don’t handle—thank you.” 
That is a swell thing— 





PLEASE 
DON’T 
HANDLE 











—look how nicely it is printed. “This store is protected 
by the Blah Blah Detective Bureau.” What the hell do 

~I care if it is. “Please don’t use”—that is a fine, hos- 
pitable sign to find in a store. You will find some in 
yours, perhaps—of course, not in your store, but in your 
competitor’s. 


1G the oreherclias War 


—from the displayman, and I hope you will go home 
and say this to him: “To the merchandise manager from 
the displayman: (1) Please remember that displaymen 
have to eat and have been known to require some sleep. 
(2) Plan far enough ahead so I can build our windows 
as we should. (3) Give us real facts in copy for our 
cards ; we ewant to know something about this merchan- 
dise so we can put it down. (4) Don’t come at us on 
Saturday morning and say, ‘Big sale a got to 
change tonight.’ (5) Let us display best Sellers and 
not your mistakes; bring folks in with best sellers and 
sell them the bad ones with mark-downs after they come 
in.” Suggestions: Just ask this merchandise man to 
take a few of those mark-downs. Of course, this is 
funny talk for 1930 and 1931, but still it is good if they 
will just let you make some wonderful displays. Put 
us in meetings where we can learn more about goods. 
They say, “Oh well, he is in the window now; don’t 
bother him.” 





—from the merchandise manager: “(1) The hours of 
this store are January i to December 31. (2) When 
you go to a convention, bring me back one merchan- 
dising idea and I will be satisfied. (3) Don’t be horri- 
fied at a radical idea that you did not originate. You 
know, a lot of displaymen are like that. I have had as 
many as six or seven of them working for me at one 
time, and sometimes they don’t just take hold with 
marvelous enthusiasm of the idea that originated in 
somebody else’s noodle. Maybe you don’t like to be 
told that, but there is some truth in it. I did not come 
here to tell you all the pleasant things. (4) If I ever 
tell you to mind your own business, crown me. Now, 
I have heard dispaymen say, ‘Gee, I don’t dare give the 
boss an idea like that. He would say, “Well, just stay 
over in your own place.”’ (5) A new development, 
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repeat window in the ad. (6) If copy for signs looks 
cock-eyed and does not mean anything, let me see it, 
but go to the buyer as if you were the boss. (7) Put 
the sell in your stuff and don’t be afraid to price.” 


And this is the last one. From the boss to both 
of you, the merchandise man and the displayman: 
“(1) Get into the habit of finding goods that will sell 
but are now hidden or stuck away. Dig them out; vet 
them in sight. That is merchandising.” (2) Walk 
through the store with a critical eye every single day. 
Once I had a boss who did that, and when I didn’t, did 
he hand it to me? I will tell the world he did—the next 
morning at 8:30. (3) Give me some reasonable way of 
keeping our sales people informed about the windows. 
(4) Don’t fight me and the merchandiser ; fight with us 
to keep down the budget and out of the red. I see so 
much fighting on the part of displaymen against the 
management. Oh, the words I hear in these innocent- 
looking display rooms where they work out this stuff. 
(5) Don’t get sick if someone else takes credit for your 
ideas. If you must have a headache about it, go home 
and have it, but don’t grouch around the store. We 
know who has the best batting average over a period of 
months. Don’t worry about that. (6) You can be 
wrong once in a while, and don’t be fooled by the pub- 
lication of your windows in various papers. 





ST. LOUIS DISPLAY SERVICE RACKET DOOMED 


Offering 50 cents per window display to retailers for the 
exclusive use of their windows, the Manufacturers’ and Mer- 
chants’ Service Co., St. Louis, began the solicitation of re- 
tailers with a formal contract that would “tie-up” their 
windows and put them in a bad predicament. It is not defi- 
nitely known who the backers of this ambitious project are, 
but the Interstate Grocer, thought its columns, cautioned 
retail grocers against signing the contract. The matter was 
called to the attention of the Better Business Bureau, who 
declared it to be an, entirely one-sided contract and to be 
considered with caution by retailers before acceptance. 

The prevailing opinion is that the backer had the idea 
that this would be a fine method of obtaining a strangle- 
hold on the window display installation business in St. Louis 
and that then he could secure attractive installation rates 
from advertisers, as the success of the plan would drive every 
other service company out of business. The results as re- 
ported to date indicate that practically no success was 
achieved and that the plan is doomed to failure and records 
but another chapter in display service history. 

Although the contract would indicate that the retailer 
receives $26 per year, closer scrutiny shows that 50 cents is 
to be paid only when a display is installed and the merchant 
agrees not to remove the display until another one is installed. 
As no definite number of displays are promised, it might be 
possible that the first display would have to remain in the 
window for the entire year. The dealer definitely agrees “to 
grant, set apart and turn over to the Service Company, its 
successors and assigns FOR ITS OWN USE AND BEN- 
EFIT, THE EXCLUSIVE USE AND RIGHT TO US?” 
the windows covered by the contract. 

By acceptance of the contract the merchant would vir- 
tually barter away his show windows for a paltry sum, the 
greatest asset he has for the success of his business. This 
report is no pipe dream, the venture was originated in 
St. Louis and a determined and organized effort was made to 
get dealer signatures to contracts. 

Display service companies everywhere should be on te 
alert for the inauguration of propositions of this kind, inves'i- 
gate the promoters and give publicity to the weaknesses of 
the deal, if only to protect the merchants whom they are now 
serving. 
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SHOW ’EM AND SELL ’EM 
HIDE "EM AND KEEP ’EM 


HIS eye-compelling, footstep arresting piece shows 


the actual working of the new Gem Micromatic 
razor. The hood opens and shuts—thrusting the blade 
forward to the accurate and correct shaving angle. 
This giant display was specially designed for busy 
corner spots by the \merican Safety Razor Corpora- 
tion. Wherever it has been placed, crowds gather and 
sales of the new razor shoot upward like the mercury 
under a July sun. Other equally attractive, but less 
expensive, displays are made up for every dealer 
stocking the new razor. 

M. C. Leavitt, who is in charge of display work 
for the company, created the window which sets off 
the mechanical figure to such fine advantage: 

The display, “Pleased to Meet You!” depicts a 
young man holding the new razor in his hand and 
bowing his head to it. It is just one of a number of 


novelty action displays designed to introduce the new 
Eye-compelling, crisp, to the point—these dis- 
plays draw the crowds. Dealers everywhere stock, sell 
out and restock on the strength of the most persuasive, 
convincing razor copy which has ever appeared. Just 
proving the old motto. 
hide °em and keep ’em.” 


razor. 


“Show ’em and sell ’em— 




























































—One of the new razor displays— 
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June issue. 


“Patchwork Patterns for the 


Show Card Designer”’ 


By H. C. Martin 
“Script for Store Card Speed” 


By Cleon M. Pross- 


“More About Fundamentals in 


Lettering Design” 
By Harold Holland Day 


“More Profits from Process” 


By Willard E. Moore 


“When the Artist Steals Time 


for Layout Composition” 
By Andrew J. Hartman 


City Signist”’ 


‘* “Ideas and Ideas’ for the Small- 


By A. L. Moragne 


‘Pictures in Poster Design”’ 


By Herb Simpson 





are the feature articles of special interest to 
Sign and Show Card Writers, Poster Artists 
and Letterers, to be found in the 124-page 
June issue of 


SIGN $l 


OF tre TIMES 





The National Journal of Display Advertising 








Equally interesting are the Poster in Oil by 
DuVall, and the Theatre Display Suggestion 
No. 2, by T. Z. Halmi. 


ORDER YOUR COPY NOW! 
$3.00 Per Year, 30c Per Copy 


SIGNS OF THE TIMES 


CINCINNATI, OHIO 





MARES ee io oh Rt Oe 


LD. WITH SIGNS 








SS) 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, 
Cincinnati, O. 

Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year, beginning with the 
($3.50 outside U. S. A.) 


June, 1931 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DiSTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
Bert L. Daily, Inc., 126 E. Third St. Dayton, 
0 


“Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR BRUSHING ON TEXTILES 
National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 
AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 

The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 4 

AIR PAINTING UNITS 

Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 

ARTIFICIAL FLOWERS 
Adler-Jones Co., 651 S. Wells St., Chicago, 
Botanical Decotating Co., 319 W. Van Buren 

St., Chicago. 

Prcite Roman, 110 W. Forty-sixth St., New York 
ARTIFICIAL PLANTS 
Chelsea Botanical Products Co., 107 W. Twenty- 

Seventh St., New York City. 
BACKGROUND COVERINGS 
Maharam Textile Co., Inc., 107 W. Forty-eighth 

St., New York City. 
BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SETTINGS 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Ferryman Art Studios, 17 W. Thirty-first St., 
New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Il. : 


BOLTING CLOTH 
a“ E. Watson Co., 164 N. Lake St., Chicago, 
BOOKS ON DISPLAY 


McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 


CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


=, L. Daily, Inc., 126 E. Third St., Dayton, 


0. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


CARVED GLASS 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 


COMPOSITION BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 
International Register Co., 13 S. Throop St., 
Chicago, IIl 
CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 

Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 


CUT-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 
a 9 Bros., 205 W. Thirty-sixth St., New York 





H. eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 











Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 
City. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St.,.New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
Ci 


ty. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
The Display Center, 1440 Broadway, New York 
City. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St. 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


, ome e 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
i Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 Ww. Van Buren 
St., Chicago. 
Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., R0- 
chester, N. Y. 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eig»th 
St., New York City. 

Miracle Fabrics Co., 113 W. Fotrty-eighth St. 
New York City. 


FELT FOR DISPLAY 
Western Felt Works, 4029 Ogden Ave., Chicas9; 


42 E. Twentieth St., New York City. 
FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New Y‘tk 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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FORMICA 
The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 
FURNITURE—SHOW WINDOW 
Mocern Art Studios, Inc., 4234 Drummond Place, 
C:icago, Ill. 
GARMENT RACKS 
J. I. Timberlake & Sons, Jackson, Mich. 
Ref <ctor-Hardware Corp., Western at Twenty- 
se ond, Chicago, Ill. 
GELATINE SHEETS 
Diasiond C Quality Brand, 78 Cliff St., New 
York City 


Ros.0 Laboratories, 367 Hudson Ave., Brooklyn, 
NW. Wa 


HOSIERY DISPLAY FORMS 


Shoc Form Co., Inc., Aurelius Ave., Auburn, 
m. We 


INTERIOR DECORATIONS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 

Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LETTERING BRUSHES 


= > Daily, Inc., 126 E. Third St., Dayton, 
0. 
<= E. Watson Co., 1644 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


oo Sheinkman, 2 Duane St., New York 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. 0. Box 374, Glen- 

dale, Calif. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 

Inc., 127 W. Twenty-fourth St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 

Chicago, Ill. 

*~ Reinhold Studio, 8 Upham St., Revere, 
ass, 


MILLINERY HEADS 
Ralph A. Freundlich, Inc., 48 E. Twenty-first 
St., New York City. 


MODEL DISPLAYS 
Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 
MOTION DISPLAYS 
Cha acter Display Co., 3249 N. Herndon St., 
Ciicago, Il. 
NORTH RIDGE PINES 
Nor: Ridge Brush Co., Inc., Freeport, Ill. 


— 


ORNAMENTS—WOOD 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


Papier Mache Decorations 


Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 07 N. Michigan 
Ave., Chicago, Ill. 

Lutz & Sheinkman, 2 Duane St., New York 
City. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Tl. 


Schools—Display Merchandising 


MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


~~ oo Co., Inc., Aurelius Ave., Auburn, 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


SHOW CARD COLORS 
Bert L. Daily, Inc., 126 E. Third St, Dayton, 
0 


Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
Bert L. Daily, Inc. 126 E. Third St., Dayton, 


Geo. E. Watson Co., 1644 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


Show Case and Counter Reflectors 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 162i E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 


The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED FIXTURES 
Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 


VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St.. New 
York City. 


WALL BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 
Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 


WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns) 
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When is a Display Program Comple‘e 
(Continued from page 51) 

4. Installation—Not only sure installation, 
but good installation. The work is done by men 
familiar with good display and skilled in handling 
crepe paper decorations, and is executed in ac- 
cordanee with a plan that has originally had the 
adveftiser’s approval. The advertiser has the 
assurance that the displays will be worthy to 
represent him—that they will offer his products 
as he himself would offer them. 

5. Checking Service —The better installation 
companies are in position to prove their service 
to the advertiser—to show him photographs or 
signed installation receipts. The advertiser’s 
control is complete. ; 
‘Fhe same reasons that lead advertisers to make each 

advertisement a thoroughly planned ensemble of illus- 
tration, copy, typography and layout are bringing them 
to the double importance of controlling absolutely the 
displays of their merchandise at the point of purchase. 
Like an advertisement, a window display’s job is to sell, 
and to that end each factor—display cards and signs, 
merchandise arrangement, packages and crepe paper 
background—must all contribute if the complete display 
is going to drive home the selling message with the 
utmost vigor. 





GOLDEN ARMORED 

i the course of progress, sooner or later the finger of 

change touches every familiar thing. Now, with the an- 
nouncement of their Golden Armored unit by Curtis Lighting, 
Inc., we find the familiar X-Ray reflector to a change in 
color. In the principal shoppirg districts of every country in 
the world the “old green backs” have been seen in more than 
an occasional show window. By that color they have been 
instantly recognizable. Now comes the artist and the scientist 
to produce this new unit, the “Golden Armored” reflector, 
declared to be much more attractive and durable. 

At first view it is different, but closer examination shows 
the same brilliant, silvered reflecting surface broken up by the 
same curious “waves” and “spirals.” Here are the same 
basic principles which, when put to work in partnership with 
the best lamp of every period, have been responsible for the 
continued acceptance of the X-Ray reflector as a quality 
product. 

By applying the most unusual trials and tests—many of 
them far more severe than actual service conditions—a 
skeptic of quality ard material quickly convinces himself of 


‘the extraordinary protection that the “Golden Armor” gives 


to the sensitive silver coat of the X-Ray reflector. As to 
appearance, the new costume is indeed more desirable, as we 
admit after having inspected a number of recently equipped 
stores. The new coat of gold blends its neutral tone into the 
modern style of construction and decoration even more cor- 
pletely than did the sober green. The light, too, seems somc- 
how to confirm an additional efficiency in the performance c! 
the unit. Surely the glass is clearer, the silver brighter, and 
the display more attractive. 

When we consider the merchandising and sales problem: 
presented by such a radical charge as “Golden Armor,” tha‘ 
change leaves us but one conclusion: Those men who have 


successfully guided the destiny of a product so favorabl. 
accepted in its present form have surely found and added « 
new merit in the “Golden Armor.” 
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In the building of window displays, 
there is a dangerously deceptive 
half-light that can easily escape the 
notice of any merchant. There is a 
[wilight Zone in lighting that may 
seem adequate to those inside but 
actually veils your display from 
prospective customers outside! 


Whenever Twilight Zone lurks in 
the window, it reflects itself in loss 
ot sales. Your carefully-planned 
lisplays fail to stop the passerby . . . 
lal to attract the added trade that 
you might reasonably expect. Your 
window space is practically wasted. 


A scientific check-up of your lighting 


In the Westinghouse 
Lighting Institute 


A complete modern lighting 

installation demonstrates cor- 

rect illumination for windows, 

counters, and store interiors. 
Open to visitors 

Daily 9 to 5—Saturday 9 to 12 

7th Floor, Grand Central Palace 
New York City 


around the corner from your hotel. 





system will quickly show whether 
Twilight Zone is handicapping you. 
Lighting specialists of your local 
light and power company or the 
Westinghouse organization will in- 
vestigate without charge. They can 
show you the simplest way out of the 
Twilight Zone. 


Out of the Twilight Zone 


Send for our new book, “Merchan- 
dising Steps Out of the Twilight 
Zone.” It will throw new light on 
store and window merchandising. 
Address the Westinghouse Lamp 
Company, Dept. 203, 150 Broadway, 
New York, N. Y. 


*The deceptive half-light between obvious darkness and adequate illumination. 























GRAPHIC INSTRUCTION | 


in 








WINDOW 
DISPLAY 


Over $25,000.00 
was spent in the drawings, art work and 
cuts used in the New Koester School 

- Course of Window Display. 


APPROXIMATELY 500 lesson plates 
with nearly 2000 illustrations make this 
the most ambitious attempt to bring to 
you absolutely complete and easily under- 
stood instruction in Window Display. | 





WITH THIS NEW graphic ‘style of © 
instruction, we are able to teach by cor- jf 
respondence as effectively as we do our 
regular personal instruction at the School. 


The Only Course of Its Kind in the World 


This graphic style of instruction, where every move in doing the 
work is fully illustrated, effects a great economy of time in the class- 
room and makes possible the only practical correspondence method. 


This new method also enables us to give you nearly twice the 
instruction formerly possible in the same length of time. 


A YEAR TO PAY THE KOESTER SCHOOL | 


Those students who cannot afford to 
attend School in person and pay the 
full amount in saak can now tana our 314 S. Franklin Street, Chicago 
course at home and pay for it in small ° . . . 
monthly payments. ‘This enables one to Instruction Department of United. Business Publishers, Inc. 
continue with their regular work and pay 
for the instruction monthly out of their 


wages, without perceptibly noticing it. IN Q UIRY COUPON 


Invest Now in Your Future THE KOESTER SCHOOL, 314 S. Franklin St., Chicago 

By the time you have completed your 
correspondence course there should be 
a healthy demand for expertly trained , 
display men, card writers and adver- {_] Window Display 
tising men. 

We teach all phases of retail pub- 
licity work, either in the School or by 
correspondence. 

Start now and your increase in salary 
and rapid advancement will follow. 











Please send details on courses checked: 





[_] Advertising 


{_] Card Writing 





















































